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THE VOICE OF THE TRADE 


IGH praise to the St. Louis 
newspapers for coverage of 

the shoe convention in front-page 
stye—for the N.S.R.A. show was 
front-page news, every day. Forty- 
six columns of text and pictures 


were measured by us for the all- 
time record of shoe show publicity. 
Charles E. Williams, chairmaned 
the publicity committee and George 
E. Gayou cleared the copy with 
such speed, directness and discern- 
ment—that every reporter “got a 
lead.” We have not as yet checked 
the national press coverage, but 
queries for “shoe-shorts” were tele- 
graphed from all parts of the coun- 
try. If a show is one part business, 
one part convention and one part 
publicit y—this was a “three- 


ringer.” 
* * * 


OSEPH E. CHASTAIN, mer- 

chandise manager of Brown- 
Dunkin Company, Tulsa, Okla- 
homa, says: 

“My suggestion is that we ap- 
proach the spring season very cau- 


tiously. I believe our sales should 
and will increase, but over-opti- 
mism leads to over-buying, and 
over-buying leads to markdowns. A 
buyer is apt to get enthusiastic 
much quicker when business is 
good and prices are in the as- 
cendency. 

“We want to get enthusiastic with 


our selling, of course, and every 


item of merchandise we need should 
be bought, but more and more, our 
buying should be based upon the 
continuous activity of business, it- 
self, rather than the threat of ad- 
vancing prices or the extreme op- 
timism of a single month’s business 
like December. Our commitments 


should be guided very largely, if 
not entirely by legitimate needs; 
we should not speculate on nor an- 
ticipate a rise or fall in prices. 
Business improvement in the next 
few months, as I view it, is de- 
pendent almost entirely on the 
policy of our Government and the 
freedom with which money is dis- 
tributed by it through the various 


organizations created for this pur- 


pose.” 
* * * 


pa VAN HORN, general 
manager, Columbus Better 
Business Bureau, Columbus, Ohio, 


“Interpretations sent out to the 
retail code authorities throughout 
the land for practical application 
to everyday advertising and selling 
will, in my opinion, put advertising 


. and selling in the retail business on 


a higher plane than it has ever 
known in the history of the busi- 
ness. This means that advertising 
will become more accurate, and, 
therefore, more valuable; and 
therefore, will yield a greater re- 
turn to the retailer on his adver- 
tising investment. These interpre- 
tations when compiled over a pe- 
riod of years, will write a new book 
for fair practice in retailing which 
will change the complexion of busi- 
ness materially and become so val- 
uable that retailers will never be 


| 

ii 


without it again, nor have any de- 

sire to return to the old system. 
“To write a good law is one 

thing. To enforce it is another. A 


good law is useless without efficient 


and fair enforcement. It is my 
estimate that 15 per cent of the job 
was in the writing of the retail 
code and that 85 per cent, as it 
applies to results, will be in the en- 


forcement.” 
* * * 


“LZ ING COTTON is aces high 

in the South,” says Ralph 
Miller, Oklahoma Farmer-Stock- 
man. We don’t realize, back East 
and up North, that cotton is selling 
for double its price last year, that 
farmers have also been paid for 
what they didn’t grow, that they 
have money in the pants and are 
spending it. One store, in a town 
of 5036 population, sold $500 
worth of shoes in one Saturday 


afternoon.” 
* * * 


REATORS of millinery for 

Milady predict a_ rather 
swanky season ahead for the new 
Easter bonnet and inasmuch as the 
shoe has for years been closely re- 
lated to the hat, may we in the shoe 
field look for a greater variety of 
color and adornment in the shoe 
for women the coming season. 


* * * 


AUL N. NYSTROM, professor 
of marketing at Columbia Uni- 
versity, says: 

“Higher commodity prices and 
rising price levels, partly due to 
higher costs of production and 
partly to the uncertainties of our 


HAVE PATIENCE 
HAVE PATIENCE 
HAVE PATIENCE 


present monetary policies, consti- 
tute one of the worst as well as 
most immediate of the present diffi- 
culties of retail merchandising. 
Rising prices are not in themselves 
objectionable. No reasonable re- 


tailer favors a system of prices that 
is abnormally low. As a result of 
the changes introduced during the 
past year in both industry and 
trade, such as the minimum wage 
and shorter working hours, it is 
inevitable that costs should rise and 


AS YOU DESIRE IT 


—lIt’s interesting to walk along any busi- 
ness street in this great country of ours 


and watch people as they stop, look and 


hesitate before attractive window dis- 
plays. 

—lIt may be shoes, tlothing, electric re- 
frigerators, automobiles or any one or 
more of a hundred articles of necessity, 
comfort or luxury that are on display. 

—Some people walk into the store, more 
hesitate and still more pass on. 

—But back of it all there is a great burn- 
ing desire to buy, buy, buy. 

—Our people, accustomed to a deservedly 
high standard of living, not only want 
things but need things. 

—This desire, this need, is a great, smoul- 
dering volcano of pent-up emotion that 
is bound to burst forth some day in a 
wave of buying that will stagger us with 
its immensity. 

—Purchasing power is increasing, timid 
purses are opening up a bit, stagnant 
captial is beginning to turn over again. 

—Our recovery may have seemed a bit 
slow during recent months, but we are 
showing improvement every day. 

—It’s time now to prepare for a better 
1934. 


—For we are on our way—sure as guns! 


President. 


that prices must cover these costs. 
In general, higher prices are both 
justifiable and desirable. Better 
prices mark the beginnings of bet- 
ter times. 

“As a consequence of the radical 
revisions in prices, in qualities of 
products and in mctiods of market- 
ing attempted by many manufac- 
turers, it is inevitable that there will 
be many changes in buying methods 
and in sources of supply during the 
coming year. It is unfortunate that 
relationships between buyers and 
sellers which have been mutually 
friendly and helpful over many 
years should have to be severed. 
There will be losses resulting from 
these changes, both to retailers and 
their sources of supply. There will 
be periods of uncertainty and irri- 
tation. It would seem appropriate 
then to offer this advice to retail 
buyers: Before changing your re- 
sources and going to new and un- 
tried places, you should exercise 
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the utmost care and patience. There 
must be firmness, but there must 
also be fairness. In a few months 
it may be presumed that many of 
the irritating problems now facing 
both manufacturers and, retailers 
will have been adjusted. Both 
manufacturers and retailers need to 
handle their problems during these 
hectic days with common sense. 

“In conclusion, we may look for- 
ward to 1934 with a fair degree of 
optimism. The outlook is definitely 
for an improvement in business. 
Let us, therefore, make preparations 
to go ahead, building soundly and 
rendering our service to the public 
as efficiently and as economically 
as possible. In this manner we 
shall go far towards solving the 
problems confronting retailing in 
1934.” 


* * * 


OSEPH LEVINE, director of 

planning, sales promotion divi- 
sion, Kirby, Block & Fisher, New 
York City, says: 

“IT know of one retail establish- 
ment where the head of every de- 
partment must submit a budget for 
the following month not only on 
stock, expenditures, volume fore- 
cast and so forth . . . but on ideas. 
He is required to state specifically 
what he is going to do to get extra 
business for his department. He is 
asked to list not only the special 
merchandise offerings that are 
scheduled, but to state specifically 
the ideas he is planning to use each 
month to bring extra volume. 


“Is this asking too much? I 
think not. I think that this plan 
actually forces the buyer to give 
greater thought to selling. Instead 
of merely noting the days on which 
his department had an ad last year 
and being content to apply for 
space for the same day—the buyer 
hunts for specific selling ideas.” 


* * * 


UNDAY orders: What is the 
status of a Sunday order? One 
of the manufacturers is reported to 
have said: “Salesmen, send back all 
the orders you took on the Lord’s 


12 
™ 
We) 


BCOT AND SHOE RECORDER, January 27, 


Day, but save the originals.” To 
do business on Sunday is not un- 
usual nor unethical for many a mer- 
chant finds he can speed the trav- 
eler on his way by using a few 
hours on Sunday for undisturbed 
contact. The good the merchan- 
dise does compensates for the day’s 
deed, which did not interefere with 
the going to church—merchant and 
salesman often going together. As 
for the legality of the order—that’s 
solved by a Monday morning sign- 
ing, or a later confirmation or a 
faith in one another’s business prin- 


ciples. 
* 


HOWARD PEW, president of 

e the Sun Oil Company, Phila- 
delphia, says: 

“IT cannot avoid the feeling that 
we might have come farther on the 
way to recovery if business had 
been content to follow the direct 
road that was pointed out to it in 
the national recovery program. I 
refer to what seems to me a per- 
version of the industrial codes from 
an original simple purpose. The or- 
ganization of business codes was 
symbolic of a nation-wide unity in 
seeking a way out. But in too 
many cases the effort has been to 
make the codes go too far. If they 
had been confined to shortening 
hours, increasing wages, expanding 
employment and eliminating child 
labor, I think more good would 
have come, and come sooner. Bad 
business leadership must bear the 
chief blame. Enlightened  self-in- 
terest should have seen that a sound 
recovery plan must consider equally 
the interests of capital, labor, and 
consumer. But instead of recogniz- 
ing this obvious fact, altogether too 
many interests have tried to write 
into their codes provisions by which 
they could raise prices, eliminate 
competition, and increase profits. 
This caused contention, delay, 
doubts and cynicism about the 
whole program. To the extent that 
they succeeded, such efforts were 
bound to destroy purchasing power 
and lower standards of living; to 
encourage monopolies, rouse pub- 
lic resentment, and lead to oppres- 
sive governmental regulation. 

“These must be avoided if self- 
reliance, independence, initiative 
and enterprise are to continue as 


1934 


guides to American business. Our 
country has been made by men who 
risked, dared, experimented, in- 
vented, explored and _ pioneered. 
Under regulation and bureaucracy 
the genius of such men js certain 
to be stifled. 


“If when we had prosperity we 
had all realized the need of effec- 
tive buying power extending to all 
the people, our prosperity would 
have remained with us. More of in- 
dustry’s product would have been 
consumed, there would have been 
less for swollen profits, less tempta- 
tion to excesses of speculation. And 
yet capital could have had ample 
reward for its every legitimate 
service. 

“We all recognize these mistakes 
of the fat years. We ought to profit 
by their lesson. Instead, too many 
have sought to seize upon priv- 
ileges, to insure high prices, to put 
the consumer at their mercy. Such 
efforts have been responsible for 
slowing down recovery. They have 
hampered a program which was in- 
spired by the highest ideals and in 
which there was no place for 
narrow self-seeking. The fact that 
despite these hindrances so much 
has been accomplished is proof of 


GRAHAM 


the country’s fundamental sound- 


ness.” 
* * * 


ENRY GILSON of the Bar- 

bour Welting Company, flew 
to the convention and was on the 
job bright and early—greeting his 
mang friends in and about the va- 
rious hotels. 

Here’s one busy executive who 
during the past three years has 
probably booked more airplane 
reservations than any other figure in 
the trade. Veteran pilots on the va- 
rious lines running throughout the 
East and Mid-west regard Gilson 
more or less as a mascot and omen 
of good luck on their trips for he 
has yet to figure in any crash, and 
veteran flyers tell us he has cer- 
tainly traveled under all conditions. 


* * 


may polit- 
ically repeat itself late in 
1934 by the election of a second 
governor from the president’s chair 
of the W. L. Douglas Company, 
Brockton. 

Though far from the state-wide 
political figure that was the late 
W. L. Douglas when elected to the 
office of governor nearly 30 years 
ago, the present head of the 
Douglas Company, Joseph W. Bart- 
lett, able chairman of the State’s 
emergency finance board, is already 
being groomed by leaders in the 
State Democratic party as_ their 
nominee for gubernatorial honors 
on Beacon Hill late next year. 


“Come along, Johnnie, mother knows best.” 
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THEY SAID 


They used these "Mickey Mouse 

Pop-Ups" to show their shoes - 

at the Show. Very smart and 

timely — A grand idea for a 
window display. 


All shoes on these é. , 

= the studios of Eoclon Seven stylists talked at the St. Louis Women's 

Zinnitti and Mabel Winkel) style meeting this year, under the stimulating 
leadership of Chairman Marcus Rice of Famous- 
Barr. The most remarkable thing about the ses- 
sion was the lack of repetition of ideas. We 
printed Marion Palmer's excellent talk on cos- 
tume trends last week. Kate Goldstein's remarks 
on promoting fashion will make their appear- 
ance later on. This week we summarize Rhea 
Nichols’ and Ruth Kerr's sister act, followed 
by Elizabeth Ambrose's able color discussion, 
together with the leading questions asked and 
answered at this important meeting, held in con- 

nection with the N.S.R.A. Convention. 
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ST. 


The Stylists Set the Pace for Spring 


Condensed report of style conference at Hotel Statler, 
Jan. 8. Miss Rhea Nichols opens the discussion: 


‘* WILL go through the patterns we have 
selected and present them from a mer- 

chandising angle. 

“First, the low-heeled shoe. We are hearing 
so much about flats these days; more and more 
as the season goes on. And the open type of 
shoe is its newest form. The thing that is so 
good about this fashion is that it offers you 
seasonal merchandise. It will make June shoes 
very different from February shoes. But re- 
member you can’t promote shoes that you wish 
to sell in June in February. This is something 
that you want to take into consideration— 
proper timing for open footwear. : 

“Our first example is (See Sketch No. 8) 
the monk type of shoe, very, very open. But it 
gives you every bit of fitting you need. It can 
be played up in a number of different colors. 

“We are hearing more and more of ghillie 
effects. Ghillie sandals are the newest inter- 
pretation of this type of shoe. (See Sketch No. 
6.) Here you have an opportunity to play a 
shoe in dark colors early in the season and 
then develop it into brighter and lighter colors 
as the season goes on. Here again the shoe will 
fit, because you have an excellent pull from 
both the vamp and the quarter. 

“In Sketch No. 1 we have a 1934 classic. You 
have the broad T-strap that was very open last 
year. This year we have given it a new look by 
adding another side strap. It has a very interest- 
ing perforation detail. We also think that the 
gray and white combination is very good. A _ Turn to pages 34, 36 and 38 for the answers to these questions: 
great many of us are a little concerned over 
the prospect of gray. I’d like to tell you what =~. - - "How far would you plunge—and in what sections—on 
our experience has been. In St. Louis and the _ the open-toe and heel-less shoe?" 
South we must have a neutral shoe; whether it 
is smart or not is another question. After all, 
we get a great many more pairs of shoes from 
the carriage trade—end by thet I mean the °° ° What part will Easter play in the picture this year? 
baby carriage pusher—than we do the lim- | | | “How important are fabrics for Summer wear?" 
ousine rider. This customer still wants a light, 
neutral shoe for Spring. Last year was her first |... "How practical is white pique?" 
opportunity to combine gray with other colors. 
While gray in ready-to-wear is not as im- ... "Should we have nerve enough to buy high-colored shoes 
portant as it was last year, not by any manner __ this Summer?" 
of means, it still is being sold. 


. - » "What is the opinion of the jury on patent leather?" 
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Shoes That Sold at the Show 


The three little perforated shoes shown below meant business 
—a one-eyelet tie, an oxford and the T-strap (not so broad as 
last year). Stitchings usually combined with perforations. Dif- 
ferent sizes, different shapes of perforations in the same shoe. 
Who said perforations were dead? 


The two types shown left came next. A little dressier type 
of shoe—proving the point that you can sell two kinds this 
Spring—tailored and more formal. The open-throat tie with 
ghillie detail is the leader. The little step-in with side treatment 
is excellent, too. 


Lots and lots of open toes (see the photographs) were 
bought for Southern selling, chiefly the lower price levels. They 
were the talk of the Convention. Everybody arguing the ques- 
tion, "Will they sell to ‘ladies’ or ‘hussies'? Will they be worn 
on the beach only or (heaven forbid) in the subway?" Anyway 
buyers bought them. They certainly did. And women down 
in Florida are wearing them right this minute. 


“In addition to gray costumes, you have pastels and navy blue, 
with which you could combine gray accessories very nicely, and 
if you only get the replacement business on all the gray costumes 
sold last year, it would be still worth your while to stock this. 

“I asked a very clever pattern man outside what he had seen 
at the show. He said, “Did you say sandals?” And I quite agree 
with him. We have sandals of every character. The oxford sandal 
is especially effective (Sketch No. 3). 

“Now a word about brown. As a Spring color, we have never 
done a great deal of business on it except in very high-priced 
shoes. This year you have an opportunity to promote a real Spring 
brown. While I don’t believe it will be so good in places of two 
thousand population, I do think that from St. Louis north you 
can sell brown shoes. We have done a great deal of education, 
we have taught women how to combine brown with all colors, 

! and you can reap something from that education this Spring. 

“They are showing a great many string colored costumes. 
In many instances they are combining them with brown touches. 
The brown shoe can be promoted profitably, if you just don’t 
go haywire and put in too many. 

“Here (Sketch No. 2) is an old favorite in 1934 guise. We 
used to call it the Mary Jane strap in the shoe business years 
ago. It has a new name this year; they call it the ankle strap, 
and now, as then, it is most flattering to ankles. This pattern 
could be developed in two colors as a half-and-half shoe. We 
believe this idea had enough impetus last year to carry it over. 

“In very high-grade lines we are beginning to see more and 
more straps. They are not ready for volume by any manner of 
means, but they are coming up in a really important way, and 
I think it is something for you to watch out for. 

“We haven’t tried to give you very theatrical patterns, but 
we do believe that it is a pattern season. And while you may 
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have more p.m.’s, I do believe you will have more sales, 
because women do tire of pattern shoes more quickly 
than they do of plain opera pumps. To my way of 
thinking, the only difference between a new opera and 
an old opera is three weeks. They look very nearly the 
same. 

“So I hope you will get behind these pattern shoes. 
We hope you will endorse them and promote them 
enthusiastically. We also hope that you will take 
advantage of the fact that this is the first season since 
1928 when not only have you had patterns, but it is 
also the first season where black has been replaced by 
color. 

“In all sales you find navy blue first, with black 
sometimes following and sometimes third. So we are 
safe in saying blue-black-brown (St. Louis north) and 


gray. 


“Another plea I have to make is, please don’t pro- 
mote white shoes too early. We in the shoe business 
kill our own trade by over-promoting a fashion too 
early. We don’t get the most out of the things that we 
have on our own shelves. No woman can wear a 
white shoe, unless it is very far South, before April 
15th to May lst, and sometimes I am just terrified 
when I see the number of white shoes being sold in 
Dakota, Iowa, being shipped in this time of year. 
There is no wonder we don’t get turnover if you have 
to keep shoes on your shelves for five months before 
you can show them to a customer. 

“TI do hope that you will promote your Spring colors 
with every bit of enthusiasm possible, and don’t even 
think of white shoes until after Easter. Easter is April 
ist; it is very early this year, so you have an oppor- 
tunity to sell a woman a pair of pre-Easter and a pair 
of after-Easter shoes before Summer clothes come.” 


CuairMAN Rice: “The next speaker on this subject 
will be Miss Ruth Kerr, Style Analyst of the Calfskin 


Tanners’ Association.” 


Miss Rutu Kerr: “The idea that I should like to 
emphasize is the importance of diversity in fashion. 
Today we have two streams of ideas going through 
our national life; we have two concurrent streams. 
Nothing could be more apt as an illustration than the 
two movie successes that we had last year, two absolute 
extremes. One of them was Mae West in ‘She Done 
Him Wrong.’ It grossed millions. And the other was 
Katherine Hepburn in ‘Little Women.’ It grossed mil- 
lions. 

“If you could find two motion pictures, two actresses, 
two basic ideas which are more diametrically opposed 
than those two, I want to be shown! 

“These two concurrent streams of ideas are related 
to the shoe industry in this way: We have what we 

[TURN TO PAGE 34, PLEASE] 


We pricked up our ears when we heard them 
say:— 


"We have ladies and hussies in fashion and you've got to have 
shoes for ladies and hussies. Two streams of ideas run through 
our life—Two absolute extremes—represented in these two amaz- 
ing movie successes—Mae West in ‘She Done Him Wrong' 
and Katherine Hepburn in ‘Little Women'!" 


Ruth Kerr 
Style Analyst, the Calfskin 
Tanners’ Association 


"We get a great many more pairs of shoes from the ‘carriage 
trade’ (and by that | mean the baby carriage pusher) than 
we do from the limousine rider. This customer still wants a 
light, neutral shoe for Spring." 


Rhea Nichols 
Allied Kid Company 


"One of the best ways to plan colors this year is to take your 
last year's figures, count on less black than you had during the 
same period; a little more navy, more brown, less gray; and 
if you did sell beige in your low-priced shoes, perhaps a little 
more beige." 

Elizabeth Ambrose 


Newcastle Kid Company 


"8/8 heels are news. Talk up the dramatic possibilities of your 
low heels. The term ‘windswept’ has an application to shoes... . 
the Mexican influence has given us fringes—in clothes and shoes, 
as well as a whole new range of colors." 


Kate Goldstein 
A. C. Laurence 


"It is very dangerous to swallow this stuff whole and buy accord- 
ingly. You can do a swell job on 30% to 40% of your business on 
things we don't even discuss!" 


Chairman Rice 
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THE SHOE STORE 


1934 


A Working Schedule for Busy Merchants 


1 Just eight more weeks 

after this one until Easter! 
It’s time to start talking 
“Spring” a little, in your ads 
and windows. Begin showing 
new styles as “Advance Spring 
Styles” in your displays. Freshen 
up the windows with new cards. 
Get after that early business! 


5 Change all your window 
displays today and do 
something to make them un- 
usual and interesting. It. is 
time, too, to be thinking about 
your windows for the Spring 
season. If you are going to 
have new backgrounds or 
panels they should be ordered 
very soon now. 


Code ay’s advertisements 


hose is a Valentine that any 
ee will appreciate. Play up 
this idea in your windows, too, 
and offer to pack all valentine 
purchases in white boxes tied 
with red ribbon if desired. 


13 Are you checking your 
stock regularly? It 
should be done at least once a 
week from now on through the 
Spring season. And when your 
stock checks turn up items 
that are not moving DO 
SOMETHING about it! Money 
tied up in ‘“shelf-warmers” 
won’t make profits for you. 


Perfect Your Plans in February for a Big 


2 Why not have an ad on 

Children’ 's Shoes for Satur- 
day selling, and for a feature 
say “Every boy or girl who buys 
a pair of shoes here Saturday 
will get a prize from our Grab 
Bag.” Then fix up a grab bag 
of inexpensive prizes, wrapping 
each one separately. 


6 &s Do you find it hard to get 

ideas for your ads? Try 
this. Go to your local news 
get an armful o n Papers 
from other cities. Go through 
them and clip the shoe ads and 
file them. You'll soon have 
more good ideas than you can 
use. 


1 Monday is __Lincoln’s 

birthday. Plan to give 
the day some recognition in 
your window displays. If your 
Grab Bag was not emptied last 
Saturday have it ready today. 
Why not have a “Valentine 
Hosiery Special”? A good 
chance to feature boudoir slip- 
pers, 


Name a special price 

by the box” on your 

14 saline number of men’s 

hose. Play this offer up in 

the window, and broadcast it 

to your customers on a mailing 

card. Limit the offer to “this 

week only,” and keep a care- 

ful record of the results ob- 
tained. 


3 Feature your Grab Bag 
offer in a window display 
of Children’s Shoes today, and 
in addition have two good 
“window leaders,” one for 
women and one for men. The 
reductions need not be great 
but be sure your cards put over 
the idea of “one-day specials.” 


A simple announcement or 

letter to your trade, tell- 
ing them that advance Spring 
footwear styles are beginning 
to arrive, and perhaps telling a 
little about the latest arrivals, 
will help turn people’s thoughts 
toward the new season and its 
new styles. 


1 5 Your first job today is 

to rearrange your win- 
dows and remove all reference 
to Valentine offers. You might 
put in smart style trims of your 
newest arrivals with cards an- 
nouncing a “Special Week-End 
Selling of Advance Spring Foot- 
wear.” At regular prices of 
course. 


With a new season just 

ahead this is a good time 
to remind you that a size rec- 
ord is a mighty good thing to 
build up. It takes just a few 
minutes to jot down the size 
and name when a sale is made, 
and there are a dozen ways 
this record can be used from 
time to time. 


12 If you have a Lincoln 
display in your window 
today have it arranged so that 
it can be replaced with mer- 
chandise this evening without 
disturbing the rest of the win- 
dow. In rearranging the win- 
dows today play up the Valen- 
tine idea as strong as you can. 


16 Today’s advertisements 
should of course follow 
up your window and play up 
the Special Week-End Selling 
of Advance Spring Footwear.” 
And make it a SMART ad, not 
a sale ad, but be sure to put 
heavy emphasis on the fact 
that these new styles are very 
low priced. 
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CALENDAR 


FOR ¢ + ¢ 
FEBRUARY 


To Produce More Profit Through Planning 


17 To tie in with the em- 
phasis you are putting 
on advance Spring styles today 
there should be a table or 
counter display very near the 
front door of “Hosiery in the 
New Shades for Spring.” Bet- 
ter check hosiery stocks today 
to see that you are not in dan- 


” 


21 Keep this “stunt” in 
mind. Next time you 
go to market take along a set 
of envelopes addressed to your 
customers. Before you return 
have a letter prepared telling 
about your purchases and mail 
it from the market city. You 
will find this will get a lot of 
attention. 


With February past, every shoe 
store should be set to go on 
Spring style promotion, for 
Easter comes early (April 1). 
It will take steady sales pres- 
sure to sell the public the idea 
that Spring shoes should be 
bought in March. And there’s 
no time to lose! 


22 Washington’s _ Birthday 
Don’t forget to put your 
patriotic display in the window 
first thing this morning. Have 
you ordered some unusually 
“showy” footwear styles for 
Spring style show purposes? It 
pays to have a few “extreme” 
numbers for display purposes. 


26 Change your window 
displays today, or at 
least rearrange them. When 
are you going to put in your 
Spring backgrounds or panels? 
It should be done very soon 
now for after this week there 
are only four weeks until 
Easter. Your BIG selling sea- 
son is here! 


19 Take out your “Special 
Selling” displays today 
and put in smart style displays 
for the week. Thursday is 
Washington’s Birthday and you 
will probably want to have 
something in the windows for 
that day. Plan your displays 
so one section can be lifted 
out easily for this purpose. 


23 Today’s advertisements 
for Saturday _ selling 
should be distinctive Spring 
style ads, and as attractive as 
you can make them. Don’t try 
to get too much in your ads. 
Talk about a few numbers, and 
do it interestingly and you will 
get far better results than if 
you try to tell everything. 


27 It is time for a REAL 
Spring Styles announce- 
ment to go out to your cus- 
tomer list. It should reach 
them this week, so that you 
will begin to feel the effect 
of it in next Saturday's busi- 
ness. Prepare it today and get 
it to the printer. Check your 
mailing list! 


Play up the new season’s 
styles in smart advertising with 
attractive illustrations, for to- 
day’s reading public is picture 
conscious. Plan window dis- 
plays that will reflect Spring 
and create the urge to buy new 
shoes. Keep Spring to the 
forefront in your selling. 


20 Make up a list of for- 
mer customers who have 


not traded with you for the last 
six months. Then prepare a 
tactful letter beginning “Have 
you wandered away? Is it our 
fault? If so, won’t you please 
tell us—etc.,” and send it out. 
This should be done twice a 
year. 


2 If you have any slow 

sellers, put them in the 
windows today at reduced 
prices that will close them out. 
Don’t carry over into March 
any old stock that ought to 
be turned into money. Urge 
all salesmen to make a special 
effort today to clean up all 
such numbers. 


2 Are all your advertising 

and merchandising plans 
ready for the BIG month just 
ahead of you? Have you 
plenty of stock? Are your 
windows ready? Have you 
brightened up the store in- 
terior for Spring. Review all 
your plans today and be sure 
you are READY! 


19 
\ | : 
ger of “outs.” 
f 
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Promotion on Spring Footwear Before Easter | 


by President Josephson's—' Bankers may 
tremble in their boots—but we are 
qualified for economic service to pub- 
lic, and must profit to endure." 


a 


by National President Mittelman's—''the 
retail price of shoes would have had 
to increase 6.5% more than it actually 
did in order to maintain the same re- 
tail mark-up of April, '33. No busi- 
ness can be in the red and be worth 
anything to America." 


a 


HE Middle-Atlantic Shoe Retailers Associa- 
a- tion played the part of host to 91 exhibitors— 

no fees to manufacturing lines charged—and 
demonstrate that the show-prohibition clause of 
the manufacturers’ code was no obstacle to a well- 
rounded business convention. Philadelphia whole- 
salers cooperated with the association on two 
floors complete. Buying was facilitated, traveling 
men were welcome to display free, and the Hotel 
Adelphia was headquarters for the 20th annual 
convention living up to the spirit of all codes, handi- 
caps notwithstanding. 

The 20th annual Convention and Exhibition of the 
M.A.S.R.A. opened officially on Monday, January 22nd, 
at a luncheon at the Hotel Adelphia. George N. Geut- 
ing, Chairman of the General Convention Committee, 
introduced the Reverend Herbert W. Westwood, D.D.. 
who made the invocation. 

David S. Josephson, President of the M.A.S.R.A., 
praised Cal. Mensch, Secretary and Managing Direc- 
tor of the association, for the Convention and Exhibi- 
tion in face of many obstacles. He also lauded the 
recovery plans by which business is destined to reach 
a sounder basis. 

“The Government,” said Mr. Josephson, “is valiantly 
trying to restore that lost purchasing power that is its 
main problem, and it will take a long time yet to ac- 
complish it, but it will have to succeed or else our en- 
tire economic structure will crumble. It isn’t a ques- 
tion of this Administration wanting to make good—it 
has got to make good. Who could have predicted the 
many startling changes that occurred during the past 
year, and who can predict the many changes that will 
occur this year? For the first time in our history we 
see bankers trembling in their boots before a Federal 
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MIDDLE-ATLANTIC CONVENTION 
ANSWERS GEN. JOHNSON'S 


‘Keep prices down, for God’s 
sake, keep prices down.” 


investigation, fallen from their high pedestal. Never 
again will they be allowed to run the whole show. 

“Those who grabbed power through politics or finance 
or otherwise, and abused it, will have to relinquish it; 
the greatest good for the greatest number is becoming 
a reality instead of a dream. 

“As retailers, we are bruised and battered from the 
effects of the battle of the past few years, but we re- 
fuse to take the count; we may have been knocked down, 
but we are not knocked out; rather, we have been 
strengthened by our many experiences and hardened 
for the battles that are to come, better qualified to serve 
our communities and our country as citizens and as 
merchants, because of what we have endured.” 

Anthony H. Geuting in a brief address outlined the 
function of the retailer as first selector of shoes for 
the consumer. 

“The M.A.S.R.A.,” he said, “is close to the consumer, 
understands the consumer, and realizes that the con- 
sumer is boss. The retailer, by understanding the needs 
of his customer, can translate these needs to the manu- 
facturer and the manufacturer can be guided by his 
suggestions. Conventions are of the utmost value in en- 
abling the manufacturer to display his products to the 
retailers, and it is to the advantage of both manufacturer 
and retailer that this method of education be per- 
mitted to continue.” 

The first official address of his administration was 
delivered by M. A. Mittelman, President National Shoe 
Retailers Association, at the Tuesday session :—he said, 
in part: 

“This week I was at Grand Rapids, where the retail- 
ers of Michigan, my home state, re-created a state asso- 
ciation of 419 members, paid in advance, that gives 
every promise of developing into one of the best in 
the country. Those men, like members of the Mid- 
dle Atlantic, have renewed their faith in cooperative 
effort through organization for mutual self-benefit and 
for the uplift and more profitable operation of their 
business.” 

“So far as our own industry of shoes is con- 
cerned, let me say that, to date, there has been no 
charges of profiteering by retailers of shoes asking 
unfairly high prices of the American people. On 


the contrary, a nation-wide survey of retail prices 
by The Consumer Advisory Board of the National 
Recovery Administration, completed recently, un- 
covered the fact that the retail price of shoes has 
advanced less fast than the wholesale price, in- 
dicating that the shoe retailer’s average markup 
has not tended to increase retail prices to the con- 
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sumer. This report gave a clean bill of health to 
the retailers of shoes, as it also did to retailers in 
several other industries. 

“As indicating how fairly shoe retailers are operat- 
ing under the code, let me furthermore state that the re- 
port I have referred to stated that ‘it is somewhat sig- 
nificant of price developments, that complaints received 
regarding prices of leather and shoes have been rela- 
tively few.’ Asa matter of fact, I understand that only 
22 complaints about shoes had been received, and that 
most of them were complaints about wholesale prices 
and only a minor few from consumers objecting to 
retail prices. 

“TI believe it is well understood, (but if it is not it 
should be), that a comparison of the movement of 
wholesale with retail prices of shoes between April and 
November of 1933, indicated a net decrease in the re- 
tailer’s markup during that period. As a matter of 
fact, according to official NRA figures, the retail price 
of shoes would have had to increase 6.5 per cent more 
than it actually did in order to maintain the same retail 
markup that existed in April, 1933. This computation, 
however, it should be noted, involves taking as the cost 
of shoes purchased by the retailer the wholesale price 
in the same month in which the retailer sold them—that 
is, regarding current replacement cost as a determin- 
ing cost. 

“Plainly a considerable part of the shoes retailed in 
any given month would have been purchased in a pre- 
vious month. If all the shoes sold be regarded as hav- 
ing been purchased two months previously to their sale, 
the retail markup showed a tendency to increase some- 
what from May to September, but decreased in October 
and November to less than its average in the first four 
months of last year. 

“IT consider this a splendid showing by retailers of 
shoes of the United States and proof positive that our 
retailers are not profiteering—that they are acting, as 
a trade, whole-heartedly in full compliance with the 
letter and the spirit of the NRA Retail Code. 

“But I wish right here to say, that the retailer’s 
markup should be sufficient to ensure him a reasonable 
net profit. The government says he is entitled to it and 
should have it. Therefore, look you to your operating 
costs. Be sure that every item of overhead is included, 
with the proper percentage included to take care of your 
mark-down losses, and thus be certain you are getting 
the net profit you are entitled to. 

“Without net profit industry cannot be said to be 
out of the depression. Without net profit the govern- 
ment itself cannot enjoy credit nor function financially 
in meeting the needs of 120,000,000 Americans. No 
business can be in red and be worth anything to the 
country. We must all get out of red figures and into 
black immediately. And that is the very strongest rec- 
ommendation I can make as a contribution to an im- 
provement in your business during 1934. 

Miss Hilda Rau, style service director of Robert H. 
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Foerderer, Inc., presented a little Fashion Conference, 
explaining before introducing her speakers that “Dras- 
tic changes in the lives of the people will show a de- 
cided influence in Fashions.” She continued by sug- 
gesting that, in order to obtain a more intelligent knowl- 
edge of customers’ needs, the shoe retailers should ac- 
quaint themselves with fashions and fabrics. 

Miss Marion Taylor of “Vogue,” stating that she felt 
she represented the customer’s point of view, also urged 
the shoe men to seek a wider knowledge of individual 
demands. 

“The customer is the main person in the scheme of 
things,” said Miss Taylor, “and next comes the shoe 
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MEET MR. MITTELMAN 


What Manner of Man the New 
N.S.R.A. President Is, and How 
He Came to Be Chosen Leader 
of the Association in This 
Critical Year 


To the chee trade st large, he’s A. 
Mittelman of Detroit, but to hundreds 
of close friends, he’s familiarly and 
affectionately known as “Mit.” 


HEY had just elected him president of the National Shoe Retailers As- 
sociation, to succeed “Tony” Geuting of Philadelphia, whose practical 
wisdom, good judgment and long experience had guided the association 

through several difficult years. Out of all the retail shoe men of the country, 
the N. S. R. A. directors had picked Mittelman, and picked him at a time 
when the new responsibilities of trade associations, under the New Deal 
and the NRA, demand leadership of the highest caliber. Why? Who is this 
man Mittelman, and what has he done to qualify him for the big job that 
lies ahead of him? 

We’ve been hearing about Mittelman more and more frequently in ie 
past three years, since he played the leading part in planning the N.S.R.A. 
convention in Detroit in 1931. He is one of the younger leaders in the 
association, and has come to the front rapidly in recent vears. Times of 
stress invariably develop new leaders, and Mittelman’s leadership is a 
natural and logical consequence of the trying period through which business 
has been passing. He’s been right on the firing line through it all, for he 

i hails from Detroit, and Detroit has been one of the storm centers of the 

depression. "Twas there the bank holiday business really started. News of 
it was flashed across the country last February, and it seemed to gather 
momentum like a snowball rolling downhill until it culminated in the 
financial crisis of March 4—remember? 

When the Governor of Michigan proclaimed the bank holiday we of 
Boot anp SuHoe Recorper wired Mittelman to know what it was all about— 
that is, what it meant, not to the bankers or the financiers, but to the average 
merchant, trying to sell shoes in a community where all the banks were 
closed by proclamation of the Governor. His reply demonstrated his keen 
insight into the situation. He was right on the firing line . . . and he knew 


It was an exciting convention, but 


all the answers. 

We were aware of the keen interest this man had taken in association — —— mee Ta 
matters, in organization, ever since the Detroit convention, and of the part self playing the leading role in its 
he had played in organizing Michigan shoe merchants to meet the require- yo pnd pe pats —_ is 
ments of NRA. Beyond ‘that, we didn’t know a great deal about Mittelman, nevertheless keenly conscious of 
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=MORE SALES FOR YOU 


SS‘. are a mighty big item to fam- 
ilies on an economy budget —as so 


many still are. 


That’s why Goodyear is using The 
Saturday Evening Post, Collier’s and 
Liberty —week in and week out, month 
after month—to sink this one fact in 
the minds of 30,000,000 readers: 


The longer the sole wears, the longer 
the whole shoe wears—no sole ever built . 
will outwear a Goodyear Wing foot Sole! 7 


As a result millions more people are 
walking on these long-wearing, money- 
saving soles-this year. Couldn’t you use 
some of their business? 


= 

=> 
=> 
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THE EDITORS OUTLOOK 


Editor 


Copyright, 1934, Boot and Shoe Publishing Company, New York 


Watch the Bulges in Business 


shoe line but in practically every other line of re- 

tailing, indicates high hopes for the first quarter 
of 1934. But we are discovering in this new economic 
era, that all goods do not move forward at the same 
rate of speed in selling. For example—automobile buy- 
ing is brisk while radio buying lags behind. Steel furni- 
ture is booming while machine tools lie dormant. 

The purchase of wearing apparel is on the increase 
and this indicates a possibility of a bulge in buying of 
footwear. 

If you make it a business habit to compare your sell- 
ing record with the corresponding month a year ago, 
then there is every indication of progress in 1934 for if 
you will remember, business nationally was pretty mis- 
erable in January and February and a dead low when 
the banks closed in a calamitous salute to Inauguration 
Day. 

Splendid token of the possibilities of the better out- 
look for business was given by Gen. Hugh S. Johnson 
in his great speech before the National Retail Dry Goods 
Association. He was speaking to retailers and said: 


aie tin buying by merchants not only in the 


“A man who knows more about the Northwest than any one 
I know told me yesterday that more money had gone in there 
under the new deal recently than twice the value of their crops. 
The South is humming with what they have received. The 
Midwest has lagged slightly, but is now getting theirs. The 
Pacific coast is slightly behind, but combined with what Henry 
Wallace has done for the farmer and what we have done for 
workers, buying power has been created, and there is no ques- 
tion that both commerce and industry are in for as active a 
business as they have ever enjoyed. It is no time for critics 
to croak. Business is on its way. The missing link has been 
supplied by the President’s monetary plan for stabilization 
and, with that, there is nothing left to croak about. Part of 
this aid is artificial—has been supplied by governmental dis- 
tribution. 

“The gamble is whether, after starting the upward spiral 
by whatever means, it will continue. I think it will. I think that 
what was needed was confidence and that it has come. 

“Normal turnover in this country is over eighty billions of 
dollars and most or all of it is wages. In its wildest dreams 
government could not spend, for business activation, more than 
ten billions. All it can do is to prime the pump with a pint 
for the purpose of producing gallons. In my opinion those 
gallons are on their way and, if you will permit me, I felicitate 
you. 


On the one hand he extends his felicitations but on 
the other hand there is a hard punch to the pocketbook, 
when he says: 

“If I had only nine words with which to address you I 
could do it with more substantial and worth-while effect than 
all these twenty-seven pages—I would rise here and say: 

“Keep prices down—for God’s sake, keep prices down’— 
that, and that alone is the royal road to recovery.” 

But something other than words is pushing prices 
up—such as price-fixing of agricultural products, wage 
and hour schedules, code agreements and last but not 
least the announcement of the 60-cent gold dollar. 

He also gave manufacturers something to remember 
him by with the threat that during February, considera- 
tion would be taken of still further reduction of work 
hours. Perhaps this latest gesture of reducing hours is 
one that will take all workers off the government relief 
rolls and put them in the employ of private business. 

There is also the possibility that the dormant capital 
goods industries making machinery, equipment, build- 
ings, etc., will get an artificial bulge for more machinery 
to make goods that will be needed if production is to 
be kept up on shorter hour schedules. 

The challenge to business to absorb all the unem- 
ployed may be in the form of a national 30-hr. week 
beyond which no man may work anywhere (except at 
retail). 

But let us not indulge in too many future worries. 
The ‘immediate outlook is indeed promising and the 
Blue Eagle himself reports a pint of prosperity to prime 
the pump for the flow of business inevitably ahead. 

For fear of being continually prolix on the subject 
of the need for working collectively—tanner, manufac- 
turer, wholesaler and retailer—we take from General 
Johnson an extra thump on the keynote we have been 
pounding for several months. 


.. “Industry is so accustomed to doing its thinking in water- 
tight compartments with an eye single to immediate advantage 
for itself, that it is difficult to get over the habit, even when its 
own welfare, if not its own existence, depends upon the success 
of the whole venture.” 
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You don’t have to fear cheap competition 
when you sell 


THE NEW KIND 
Goodrich Sport Shoes 


DESIRABLE FEATURES 
WHICH ARE WORTH MORE 
TO YOUR CUSTOMER 


XTRULOCK CONSTRUCTION. 
This patented process molds 
each Goodrich Shoe into one 
smooth unit with no stitching 
and without a single seam to 
chafe feet or wear out socks! 
Foxing and trim locked to 
fabric—longer wear and orig- 
inal attractive appearance al- 
ways retained. 


HYGEEN INSOLE. The original 
green insole actually prevents 
excessive perspiration odor. A 
valuable sales feature because 
parents ask for it, prefer it and 
pay a profitable price for it. 


POSTURE FOUNDATION. Now 
comes Posture Foundation in 
certain Goodrich models — 
Posture Foundation is insur- 
ance against flat feet. 


PLUS VALUES 


VENTILATED UPPERS. Tiny air 
Fg in the canvas uppers of 
the New Kind of Goodrich 
Sport Shoes let the fresh air 
shoot right thru the fabric, 
cooling and drying the feet. 


WASHABLE. Goodrich Sport 
Shoes are washable in plain 
soap and water. No artificial 
stiffening to wash out and leave 
the canvas limp! Mothers ap- 
preciate this feature! 


@ You don’t have to use a magnifying glass to 
see your profits if you handle the new kind of 
Goodrich Sport Shoes. Their special features 
make boys and girls and parents, too, willing to 
pay you the few extra cents that make the differ- 
ence between “breaking even” and real profits. 
You don’t have to fear cheap, cut-price competi- 
tion yet you can sell at very moderate prices. 

What’s more, the Goodrich sales policy, which 
includes suggested minimum retail prices, in- 
sures you a substantial margin of profit. 

You can doa good volume of business, charge 
fair prices and make satisfactory profits, if you 
sell the New Kind of Goodrich Sport Shoes. 
Write today for further information to 


THE B. F. GOODRICH FOOTWEAR CORP. 
Watertown, Massachusetts 


When writing advertisers please mention Boot and Shoe Recorder 
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Lincoln’s Birthday, February 12th, is one of the important dates on a display man’s calendar. By putting in a Lincoln window you can 


keep your windows pepped up in an otherwise rather dull season. Use show cards featuring the fact that you sell shoes of character. The 
center circle of wall-board can be covered in white with a cut-out felt or cardboard silhouette of Lincoln’s head mounted as shown. This 
circle is supported on two side panels decorated in red and white bars and a blue band on which are mounted white cut-out stars. The 
circular platform and cylinder shaped blocks harmonize with the circle in the background and give you a pleasing foundation for shoes. 


Window Fashions for February 


Three Red Letter Days Around Which to 
Build Displays That Will Draw Attention in 
an “In-Between” Month 


EBRUARY, the shortest month of the year, is long 

on holidays which can be dramatized effectively in 
the creation of attractive shoe store windows. This week 
we offer suggestions for two such window backgrounds, 
one for Lincoln’s Birthday (Feb. 12) and the other 
for Valentine Day (Feb. 14). A Washington’s Birth- 
day window display will be shown next week. 

Thus the calendar comes to the aid of the hard- 
pressed display man and throws him a life belt in the 
midst of a month when what to do with window space 
might otherwise constitute a real problem. Frankness 
compels us to admit that neither Valentine Day, Lin- 
coln’s or Washington’s birthday means very much to 
the shoe man, aside from the fact that these holidays 
furnish a theme for advertising and display material. | 
It’s a reasonably safe bet that nobody ever bought a 


pair of shoes to enhance the gayety of any of these 
occasions, unless perhaps the purchase might have 
been made necessary by an invitation to a fancy dress 
ball, or other occasion calling for some special kind of 
shoe. 

But in spite of the prevailing sentiment that this is 
a time in which we should plan our merchandising with 
a strict regard for the realities, there is such a thing as 
being too realistic in our thinking, for very often it is 
the dreamer and the romanticist who succeeds in busi- 
ness, rather than the realist. If a window display has 
no other object than the immediate sale of a pair of 
shoes, there wouldn’t be the slightest reason or justifica- 
tion for a Lincoln’s Birthday window. But shoe store 
promotion doesn’t begin, or end, with the sale of a pair 
of shoes at the fitting stool. 
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EFFIGIENT MANUFACTURING 
PROFITABLE MERCHANDISING 
RESULT FROM USE OF KISTLER 


BENCH-BRAND SOLE LEATHER 


By repeated experiments, careful observation of re- 
sults and comparative tests, we determined what 
physical properties of sole leather are essential to 
make it handle economically under present-day shoe- 
making conditions and assure high resistance to 
deterioration from climatic reactions and abrasion 
in service. 


KISTLER'BENCH BRAND’ 
SOLE LEATHER 


so well combines the properties which are essential 
to sole leather for dress, sport and heavy-duty shoes, 


we feel justified in claiming our tanning achievement 
has produced a “BALANCED TANNAGE”. 

x , Where Kistler “BENCH BRAND” Sole Leather is used 
in making shoes, buyers can take it for granted that 
the bottoms are sound, solid and serviceable. When 

, such bottoms can be had on shoes to retail at popular 

ghd a Po eo prices it is good business to be particular and see that 

Kistler “BENCH BRAND” Sole Leather is used. Don’t 
pay the penalty of poor sole leather. 


Write us for the names of shoe manufacturers making shoes that 
carry KISTLER “BENCH BRAND” LEATHER SOLES. 


KISTLER 


When writing advertisers vlease mention Boot and Shoe Recorder 
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Here is a Valentine window done in the latest modern art manner. It has the advantage that it strikes a new sophisticated note that will 

react very favorably on the up-to-date-trade. The use of bright red and white in the windows gives you an excuse for high colors not 

often possible in a shoe display. All hearts are cut-out of wall-board and the large heart serves as a panel on which to use the phrase, 

“Shoes You'll Love,” or any other pat wording. The graduated heart shaped platforms in the right-hand corner serve as a foundation on 
which to show shoes. The tops of the platforms are red and the sides white. 


The first objective of every good window display is 
to get attention. We get attention through windows by 
creating displays that are interesting, unusual and at- 
tractive. Displays that are tied in with events of current 
interest are of themselves interesting, and hence every 
holiday has its significance for the display man and 
affords him an opportunity to plan trims that have the 
immediate appeal of timeliness. 

Every shoe store has featured Valentine’s Day and 
Lincoln’s Birthday windows again and again in other 
years, so the essential thing is to contrive to give your 
window a touch that is novel and different and that will 
set it apart, not only from your past displays, but from 
the dozens of other Lincoln windows that will be seen 
in your community next month. Make your displays 
bright and colorful, for color never fails to catch the 
eye. With the hundreds of wise maxims that have come 
down to us from the Great Emancipator, it is easy to 
pick out a quotation which can be featured with a 
portrait of the President and which will have a sales 
appeal as well as a timely interest. The familiar quo- 
tation to the effect that “You can fool all the people 
part of the time or part of the people all the time,” etc., 
has been often used in this connection. 

Another. suggestion would be to use Lincoln’s por- 
trait side by side with that of President Roosevelt with 


the caption “Two Great Leaders.” Then show a pair of 
your featured line of shoes in the front of your window 
with a show card reading something like this: “Brand 
Name Shoes are Also Leaders in Every Walk of Life.” 

Valentine’s Day ties up naturally and logically 
with a style presentation and offers abundant oppor- 
tunity for the featuring of women’s and children’s foot- 
wear in an attractive environment. A Valentine window 
is an ideal setting for the featuring of formal evening 
slippers and offers an excellent opportunity for a final 
push on evening footwear for the many parties and 
evening affairs that precede the beginnning of the 
Lenten season. There is no end of opportunity for the 
clever display man to exercise his imagination and 
originality in creating attractive and colorful Valentine 
Day windows. 

February is a sort of in-between month in shoe store’ 
merchandising. The initial urge of clearance sales and 
sale windows is pretty much worn off by this time, and 
it’s still a bit too carly in the northern sections of the 
country to launch the big offensive on Spring shoes. So, 
we repeat, these February holidays are a life saver to 
the display man and, properly merchandised, they can 
be used to advantage as theme songs in the creation of 
interesting and worth while promotions that will serve 


to keep your store and merchandise in the public eye. 
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Ask us to send you complete information about our merchandis- 

ing and advertising helps. @, We will mail you a free copy of the 

“Daily Sales,” brim full of suggestions and plans that can in- 

crease your turnover on every shoe you have in stock. @ The 

“Daily Sales” not only helps you sell shoes of Kangaroo, but 

it also explains how you can use the dramatic and appealing 

story of “the strange Kangaroo” to move all your lines. 

@ It describes the advertisements we will furnish free, and 

which you can run over your own name in your local 

newspapers. It shows how these advertisements actually 

look when placed in a paper, and explains the attention 

getting power of the illustrations and the copy. @, We 

are furnishing these advertisements, prepared at our 

order and expense by a professional advertising agency, 

to dealers everywhere who sell shoes of genuine Kangaroo. 

Shoes of “kangaroo horse,” “kangaroo calf,” and “kangaroo sides,” 

of course, are not shoes of genuine kangaroo—and offer neither you nor your 
customers the full advantages of the latter. 


— KANGAROO tannedin AMERICA 


When writing advertisers please mention Boot and Shoe Recorder 
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GEORGIA F. WITTICH 


HEN nickel chrome steel was first developed, 
Wi was sent to one of the machine shops of 

General Motors to be tried out. After several 
unsuccessful attempts to work with it, the foreman re- 
ported, “We cannot use this metal, it is too hard”—to 
which the General Manager replied, “The trouble is 
not that your metal is too hard, but that your drills 
are too soft.” 

We dare not go into 1934 selling with drills that 
are too soft. There is “hard metal” to work on. Stocks 
are more limited—the price is higher for the same qual- 
ity, making customer resistance greater—the working 
time is shorter. These difficulties can be offset only by 
more effective selling. 

A training program in your stores should develop 
that ability to continuously acquire information and 
skill, and use it for the selling of more shoes. It is 
not easy—salespeople are not primarily students. It is 
a long, slow process, which requires time, persistence, 
patience and practice—it cannot be tacked on to the 
outside of a man, but must be built into his daily habits 
of thinking and action. Those habits are important to 
you for your salespeople are your most strategic points 
of contact with your public. 

They can make your customers feel that your store 


TRAINING FOR MORE SALES 


1934 
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Georgia F. Wittich, Director 
of Training in the Great 
Store of Stix, Baer & Fuller, 
St. Louis, told Shoemen at 
the N.S.R.A. Convention 
How to Prepare a Store's 
Sales Staff so That It Will 
Sell More Shoes and Sell 
Them Better 


is a good one, or a poor one. They can make your 
merchandising plans come true, or they can void them. 
They can strengthen the story your advertising carries, 
or they can destroy its value. They can convert your 
inventories into cash assets, or they can let them turn 
into mark-downs on your shelves. They can win the 
continued loyalty of customers for you, or they can 
send them out of your doors never to return. 

The ultimate goal of all business is a maximum num- 
ber of satisfied customers. In your business that num- 
ber depends very directly on the salesman’s performance 
at the fitting stool, but 


Performance Demands Preparation . . . 

What preparation are you giving your men, so that 
they may click before the customer? Never has training 
been more indispensable than it is now—never has it 
been more difficult to fit into the day’s program. The 
working time is shorter, your responsibilities are 
heavier, your groups are on varying schedules, so that it 
is impossible to get them all together at once—but 
because of all this, and in spite of it—an adequate plan 
of training is absolutely essential. 

You have a merchandise plan, carefully charted 
and followed. ... You have a selling cost plan, 
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IN SHORTER STORE HOURS 


which you watch with an eagle eye... . You havea 
promotional plan worked out in minutest detail... . 
Do you have a training plan into which you are 
putting a comparable amount of thought and effort 
—or are you letting your selling staff pick up what 
information it can, where it can, when it can. 

The way in which you develop your training plans 
will depend on your individual organization, and your 
individual problems. The point is to make a plan, and 
then to make it work. Some of you are from small 
stores, where training is almost altogether a matter of 
individual direction by the owner. Some of you are 
from large organizations, where training is a joint 
responsibility of the merchandise and service divisions. 
In either case it presupposes close supervision. Very 
little training today is centralized in the class room. 
It is decentralized in the department through meetings, 
discussions, and individual direction by you, your as- 
sistant, the service manager, or the training repre- 
sentative. 


N all training today we face three problems: time 
for group meetings, time for individual conferences, 
and the difficulty of getting groups together, because of 
varying schedules—but performance demands prepara- 
tion. Time must be taken out of the forty-hour work- 
ing week for training. It will cost something, true, 
but we must stop thinking of training in terms of cost, 
and think of it in terms of what it can accomplish. 
MORE SALES IN SHORTER HOURS will 
come when your salesmen: ... 

1. Build up a greater personal following. 

2 When they learn to analyze each line of shoes 
for its most potent selling points, and present them 
in terms of the customer’s needs. 

3. When they develop more skill in offering satis- 
factory substitutions. 

4. When they become more adept at selling a 
second item by suggestion. 

5. When they sell so professionally, and fit so 
accurately that nothing can shake the customer’s 
confidence. 

How Can We Help Them Do This? ... 
I am assuming at this point that the initial grounding 


of the people on your staff has been covered as to. 


system detail and merchandise information, and that 
we are talking about the current and cumulative train- 
ing which will constantly improve and sharpen selling 
tools. 

Department meetings are excellent—have them regu- 
larly, at least once a week. If only half of your de- 
partment is in at 8.30 have a meeting anyway and 


To make more sales in shorter hours, Miss 
Wittich advocates that more attention be 
given to store meetings. Her advice is to have 
them — Interesting; Constructive; Tell about 
new merchandise; Run a clinic; Present hypo- 
thetical problems; Have experience meetings; 
Do demonstration sales; Analyze merchandise; 
Stimulate style interest; Stimulate personal fol- 
lowing; Use shopping reports. 


repeat it for the other half. Twice as much work for 
you—yes!—but if half the family is out for dinner the 
other half doesn’t go without. The regular stimulation 
of good department meetings is as essential to perform- 
ance as food to well-being, but don’t settle back and 
say, “We're all right—we do that.” Department meet- 
ings are merely the beginning of a training job, not 
the end of it. 

1. Make your meeting interesting and to the point. 
Have you ever listened to anyone, who had nothing 
to say, and insisted on saying it? Such a meeting is 
like handing a friend an empty box, all wrapped up 
in. tissue and tinsel and expecting him to be excited 
about it. 

2. Be sure your meeting is constructive. Give your 
salespeople something definite that they can use at the 
fitting stool half an hour later. Don’t use your meet- 
ing for a call down—it will usually result in a bad 
humor, to be passed on to the customer. If you have 
a criticism to make, do it individually and do it help- 
fully—constructive criticism is the finest form of train- 
ing. 

3. Tell your people about new merchandise. That 
seems too obvious to mention, but often it is not done. 
Give your salespeople the details. Tell them WHY 
you bought it. This week you are looking at hundreds 
of lines, you are rejecting many, buying some. WHY 
did you select these—there is probably selling talk 
in your reason. 

4. Vary the type of meeting, do not always do the 
talking yourself—have your salespeople take part. We 
all learn more from active participation than from 
passive listening. 

a. Run a clinic—you are conducting clinics in your 
convention here. Why not a selling clinic in your 
department? 

b. Present hypothetical problems. “Mrs. A. is a 

[TURN TO PAGE 42, PLEASE] 
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described in the National Shoe Retail- 
ers’ Association style report, as two 
streams of ideas for fashion. One was 
influenced by the mode of leisure, an 
idea of casualness and won’t-you-come- 
up-sometime. The other one is a much 
more elegant feeling, the more dressed- 
up feeling; it is the idea of a woman 
being a lady again instead of being a 
hussy. 


Shoes for the Hussies 


“Now we have ladies and hussies in 
fashion. That is perfectly true. And 
you’ve got to have shoes for ladies and 
hussies. Let me tell you something, too. 
Almost every girl likes the idea that 
her feet have something a little hussy- 
like about them. The reason is this: 
Men don’t pay any attention to hats 
except to tell us how crazy they are. 
They think our clothes are usually 
ridiculous and cost too much. But all 
men (and that doesn’t mean shoe men 
only), all men notice feet. All men 
notice shoes. 

“T have chosen shoes for my particu- 
lar illustrations which give the idea of 
classicism, basic types in fashion to- 
day, but shoes that have a little of the 
‘come-on’ feeling, too. 

“Here is a basic 2-strap made into 
a spectator sport shoe (see photograph 
at head of article). In the past we 
have thought of oxfords as being basic 
types for these spectator sports. We 
have shown it in brown and white be- 
cause brown and white is coming back 
into fashion, but if you are a little 
afraid of brown and white, make it in 
tan and white or in the bourbon color 
calf and white and you have a per- 
fectly basic shoe to wear with every- 
thing and one that definitely can be 
sold this year because of the great 
prominence of brown, string color, mix- 
tures of string color and brown with 
colors and tweeds and mixtures gener- 
ally that have a basic brown note. 

“In the simple oxford with perfora- 
tions we have what we call the perfect 
suit shoe. 

“The new color in this case is the 
bourbon color. It can be made in blue, 
of course, but remember that your 
bourbon is that wonderful color that 
wasn’t made in Kentucky, but it is 
better than ever this year. This shoe 
has a good walking heel. It is going 
to be sold this year, make no mistake 
on it! And it will be sold on a last 
that carries a 14/8 heel as well as a 
16/8 or 17/8. There is plenty of room 
for a 15/8 last this year; if you center 
your last at 15%, it is perfectly basic, 
but 14% is just as good 

“These lower heels are coming into 
fashion, and we feel that they are im- 
portant in connection with these devel- 
opments in women’s clothes. Women 
have realized that they must have cor- 
rect posture, and lower heels help them 


SO THEY SAID AT ST. LOUIS— 


[CONTINUED FROM PAGE 17] 


to have that. They can walk more, 
and there is a freer look about it if 
they are on low heels. 

“You know the story of the girl in 
John Monk Saunders’ story. She said 
she put on red shoes so she could walk 
faster. Well, we are going to put on 
lower heels so we can walk faster this 
year. We feel there is going to be a 
bit of speed about living this year, a 
nice revival of all sorts of things. 
When we are on high stilts we can’t 
get there quite as quickly. 

“The basic sandal pump, a variation 
of which we have had for two or three 
years, is still good. It can be made in 
combinations, it can be made all-over, 
it is just as smart in a light-weight 
calf or kidskin as it is in combinations 
of suede or the novelty leathers with a 
contrasting surface. It is exceedingly 
smart in all white but using two sur- 
faces of white. 

“And be sure in matching, if you are 
detailing shoes or buying shoes from 
stock, that an all white shoe in two 
contrasting surfaces is made up of 
two white leathers that match. Don’t 
buy a rough leather, an embossed 
leather or any of these scuffed leathers 
in a dead white and combine it with a 
buckskin or a suede in a white that 
doesn’t match. They must both be 
cream whites or both be dead whites. 

“That is the real reason why the 
tanners this year have had to develop 
two whites—a pasteurized milk white 
and a straight white.” 


Two Sets of Fashions 


CHAIRMAN Rice: The next speaker 
on the program will be Miss Elizabeth 
Ambrose of the Newcastle Leather 
Company. She is well known to almost 
all of us, and I am sure she is going 
to tell you something that is very much 
to the point. 

Miss ELIzABETH AMBROSE: “The 
first point that I want to make is the 
possibility of a double set of fashions 
this Spring. You have all bought 
sports shoes for your early run, and 
that is quite right, because there is go- 
ing to be a good sport season, but run- 
ning straight along with it is the fash- 
ion for all-day-long dresses that can 
be worn to an office, for shopping and 
also for cocktails in the late afternoon. 

“You have got to be prepared for 
this double run. First of all, your 
sports things which are good; second, 
the shoes on 18/8’s heels or slightly 
higher that may be oxfords, one-eyelet 
oe low riding theos, anything you 
ike. 

“I asked the Foresman Woolen Com- 
pany to give me samples of their six 
best selling woolen samples for Spring. 
I thought you might be interested in 
seeing what the ready-to-wear people 
are buying. I was very much inter- 
ested to hear that black, instead of 
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selling first, is running fourth or fifth, 
so I didn’t get a black. 


When Blue Looks Black 


“The first is navy blue. Navy blue 
looks black under artificial light, no 
matter what you do to it, but I can 
assure you that this is the navy that 
they sold last year, which has a slight 
purple undertone. It is a good, staple 
navy and it is going to be big. It is 
the bigest seller in all fabric lines 
that I have checked, which includes the 
American Woolen; the second in im- 
portance is a very grayish string beige. 
I think in more popular-priced houses 
you will get a little warmer version of 
string beige. 

“It behooves you to think of the shoes 
that are going to _be worn with it. It 
probably means, in northern cities, 
brown shoes, because women are used 
to brown shoes with beige. There may 
be a chance for some brown and beige 
combinations. 

“Again, among the six best selling 
fabrics it is very interesting to see two 
more things that will take brown shoes 
—a light brown is going through the 
suit market in a big way, and these 
brown and beige mixtures are also very 
big. 

“They also gave me a gray. Gray is 
selling. It is not selling in the propor- 
tion that it sold last year, but it is 
selling, and, furthermore, you’ve got to 
watch for your replacement business. 
That is certainly something you must 
be prepared for—perhaps not in the 
volume of last year, but it is going to 
be a factor. 

“Gray-blue is reaching considerable 
proportions for a light color such as 
this, It takes a brown shoe or a navy 
blue shoe or a gray shoe. Navy blue is 
probably what most women will wear 
with it. 

“There is one more color that they 
didn’t give me which is appearing in a 
great many lines, which is a grayish 
green—a soft, grayish green. That, 
too, could take either a gray or a brown 
shoe. I don’t think you need to worry 
about green shoes, although a few high 
fashion women might like them. That’s 
the story.” 

CHAIRMAN Rice: “We will now have 
an informal discussion of the subjects 
presented by these young ladies. They 
have consented to stay and help me 
answer your questions.” 

Mr. BERGMAN (Greenville, Miss.) : 
“What about black and white. Very 
little has been said about it. In the 
sports type of shoes, oxfords, pumps 
and straps?” 

CHAIRMAN Rice: “You are referring 
to combinations of white buck and 
black trimming? We were told last 
year that they were not going to be as 
popular, and they were not, as the 
brown and white. This year I have 
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"Sportana" stole all the limelight. 
And judging from the orders that 
keep pouring in, it was no tem- 
porary popularity. "Sportana" is 


going to dominate the spring and 
summer mode. 


It's not surprising. Here is an ox- 
ford that has every element of suc- 
cess. "Sportana" is ideal for sum- 
mer, light weight, with quantities of 
perforations to let in refreshing 
coolness. It's distinctively smart in 
design and available in the prevail- 
ing materials and leathers. 


Your customers will like "Sportana." 
Order now and be prepared. 


When writing advertisers please mention Boot and Shoe Recorder 
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heard that.a navy blue and white is to 
take the place of the black and white 
and be sold sparingly, so that your 
shoes will be all white, brown and 
white, and navy blue and white. 


Caution on Black and White 


“On the other hand, if your volume 
is big enough, I see no reason in the 
world why you shouldn’t buy a white 
buck with black trimming. I think 
there will be black and white worn by 
conservatively-minded people, particu- 
larly matrons, 

“If your volume is not big, don’t 
buy it. If your volume is pretty fair, 
in towns of fifty thousand and up, I 
really believe you can buy black and 
white, one shoe at least, with some de- 
gree of success.” 

Mr. BerGMAN: “Will your navy blues 
and gray combination be better than 
the black and white combinations? 
Low heels?” 

CHAIRMAN Rice: “I personally do not 
favor color combinations of blue and 
white and brown and white in sandals, 
if you mean before Easter. 

“There are two periods, one up to 
Easter and one following Easter. The 
further south you are, the closer the 
white shoe period comes to Easter. In 
the North or East there is a month 
after Easter that you don’t sell white 
shoes. Down South they begin selling 
white shoes before Easter?” 

At Rossins (Bloomington, Ind.) : 
“What about brown and gray combina- 
tions in shoes, up to Easter time? I 
mean an all-over gray shoe with a little 
brown trimming. For immediately 
after the first of March?” 

Miss NicnHots: “I think the style 
has a certain amount of high style ac- 
ceptance, but I consider the style is 
high style. I don’t know your business. 
If you have a very high style business, 
I think you can afford to have one shoe. 
There are still a lot of gray tailored 
suits and gray worsted mixtures that 
would take a gray shoe trimmed in 
brown very nicely. I know, speaking 
for a very smart manufacturer in the 
East, he still is selling gray and brown, 
but that is in very exclusive and very 
high-priced shoes. 

“I think gray and navy blue or gray 
and black has much more volume.” 

Mr. McDonatp (St. Louis): “How 
far would you plunge and in what sec- 
tions in the open toe and _ heel-less 
shoe?” 

CHAIRMAN Rice: “I wouldn’t plunge 
on anything, but I certainly think open- 
toe shoes will have their place, and the 
later in the season the bigger they will 
be in all sections.” 

Miss Kerr: “Particularly in moder- 
ate and lower heels.” 

CHAIRMAN Rice: “Don’t try to buy 
them all at once, but certainly show 
them. Evening shoes, street shoes, 
every kind of shoes.” 

ALBERT WACHENHEIM, JR. (New Or- 
leans): “We have seen some sandals 
and some strap shoes with linen with 
colors in them. What are the possi- 
bilities for that? It may be a little 
early for some sections of the country, 


but it gets warm in New Orleans a 
little earlier.” 

Miss NicHois: “My answer to that 
is, Don’t buy them; buy all whites.” 

CHAIRMAN Rice: “I don’t agree with 
that.” 

Miss NicHoits: “I have never yet, 
in my experience, seen white shoes with 
color motifs sell. It is a marvelous 
p.m.” 

Mr. WACHENHEIM: “Quite a num- 
ber of manufacturers are showing it. 
That has been brought to our attention, 
particularly as suitable for New Or- 
leans, a southern city. We’d see it a 
little sooner, perhaps, than the people 
in this section. There has been quite 
a bit of talk.” 

CHAIRMAN Rice: “I don’t know what 
your newspaper rate is, but when you 
put an advertisement in the paper you 
don’t get anything like a 100 per cent 
response to it. If you take the ads 
they are not going to respond to, and 
take that money and buy a dozen or 
half-dozen pairs of these sandals and 
put them in the window, you may start 
something. If you look at the thing 
not as a purchase of merchandise but 
as purely an advertisement, I see no 
objection to it. We may be all wrong, 
but on the other hand we may start 
something. 


Sees Colorful Season 


“If you don’t budget it against mer- 
chandise—if you budget it against ad- 
vertising, I think there are enough 
manufacturers showing them in spite 
of what I or Miss Nichols may think, 
or what any fifteen of us may think, 
there may be something to it. I really 
think it is going to be a very colorful 
season.” 

Mr. KrerzterR (Brown Shoe Shop, 
Mattoon, Ill.): “I’d like to get an idea 
from you folks as to what you think is 
the percentage of colors for the next 
ninety days. What is going’to be the 
leader in the next ninety days, begin- 
ning right now?” 

Miss NicHoLs: “To begin with, Mr. 
Rice, you cannot take color over a 
period of ninety days; you have to take 
it between now and Easter, two weeks 
before Easter, and then another period, 
because you have a definite merchan- 
dising break there.” 

Mr. KRETZLER: “I will say from now 
until the first of June.” 

Miss NicHots: “I think the first 
color over the period will be navy blue. 
I am talking over the present period. 
Naturally black and brown will be 
more important at this particular time. 
As you go into the Spring, navy blue 
will come through. After navy blue, I 
should say black. 

“IT don’t know how large a city Mat- 
toon is. I’d be very careful about 
brown, and I’d have some gray, and 
I’d leave something open, because you 
have to bring in lighter shoes just be- 
fore Easter.” 

Miss Kerr: “I’d like to add some- 
thing to that on color. I think this 
year we have a very great difficulty in 
giving percentages because brown is 
very important in sporty types of all- 
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over brown in these rough leathers, 
and gray is very good in the rough 
leathers, and gray is selling in a very 
big way in the rough leathers. But if 
you just say we are going to sell 8 per 
cent gray and just buy a gray shoe, I 
don’t think that covers it. You’ve got 
to be very careful to distinguish the 
kinds of leathers there are in those 
colors, and that is why brown is coming 
in—because of the sporty feeling in 
these leathers in rough _ surfaces, 
snuffed or sueded effects. They are 
leathers that can be easily cleaned, but 
in neutral Spring color that we call 
Biscay brown—an entirely new Spring 
brown—so that that might change your 
percentages. 

“The blue is in the smooth leathers 
again, and it still takes the first per- 
centage. But even then, if we used to 
count blue from 7 per cent to 15 per 
cent, and if it goes as high as 15 per 
cent this year, black (counting com- 
binations or a little trimming of black 
on gray) might cut into it. 

“So it is very difficult to make those 
percentages accurate.” 

Miss AMBROSE: “I think one of the 
safest ways to plan colors this year is 
to take your last year’s figures, figure 
less black than you had during the 
same period; perhaps a little more 
navy, more brown, less gray; and if 
you did sell beige in your low-priced 
shoes, perhaps a little bit more beige. 
I think that would do it. It is different 
for each store, really, not only for each 
territory.” 

S. B. LEVINE (Pittsburgh, Pa.) : “We 
operate a style shop. We are stressing 
an awful lot here colors and one thing 
and another and we are overlooking 
patent leather. I am firmly of the be- 
lief that within the next forty-five days 
we are going to sell more patent leather 
shoes than we are light colored kids. 
That is within the next thirty to forty- 
five days. 

“T’d like to get the opinion of the 
jury. In spite of the fact that they all 
sell kid shoes, we’ve got to look facts 
straight in the face.” 

Miss NicHots: “Our New York 
agent, with whom I make my New York 
office, has a very reputable patent 
leather line. He goes up to a certain 
point on patent leather and then down. 
I agree with Mr. Levine that you have 
an excellent opportunity to promote 
patent leather strip pumps and some 
patent leather sandals. I don’t believe 
it will amount to your total percentage 
of light colors in Pittsburgh—not kid- 
skins, all leathers. 


Patent Leather’s Opportunity 


“T do believe if patent leather ever 
had a chance to break through, it has 
an excellent opportunity this Spring 
with pastels and light colors that are 
coming through, but I’d still be very 
cautious because we have been fooled 
so often. I’d rather see you lose sales 
than have too many patent leather 
shoes.” 

Miss GOLDSTEIN: “A. C. Lawrence 
happens to be patent leather. We are 
getting some rumblings of patent 
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HANAN 
SHOES 
for 


Retailing 


Our men are now on the road with samples of 
the 1934 models of Hanan's famous lasts. 


New styles... the finest grades of the 
favoured leathers — with the Hanan standard 
of expert craftsmanship back of each one. 


See our salesman... see our shoes ... facts 


not claims sell merchandise. 


And send for your copy of our New 1934 
Catalogue. 


HANAN & SON 


Front, Bridge and Water Streets 


BROOKLYN, NEW YORK 


When writing advertisers please mention Boot and Shoe Recorder 
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leather at the moment. I know that 
stores with staple patent leather shoes 
are selling them, and patent trims are 
also important.” 

CHAIRMAN Rice: “You know the 
tendency, when you leave a meeting of 
this kind, is to have everybody think 
alike—and probably wrong. I have 
found out again and again that that is 
the case. I used to manufacture shoes 
years ago. We’d all go to the manufac- 
turers’ meetings and we'd all leave 
the meetings of one mind, and all of us 
practically 50 per cent wrong. 

“IT think any man doing a good job 
individually can take colors, take styles 
that aren’t a hundred per cent in agree- 
ment with everybody else and do a 
swell job on them and make the people 
of. that town realize he is doing a style 
job, because shoes are an individual 
item; nobody wants to dress like every- 
body else. 

“T think it is very dangerous to swal- 
low this stuff whole and take it back 
home with you and buy accordingly. 
You can do a swell job on thirty to 
forty per cent of your business on 
things we don’t even discuss, if you are 
willing to take the consequences, and 
on specialty shoes of all kinds. Every 
operator who is any good does it regu- 
larly. He always has an ace in the 
hole that we wouldn’t tell his com- 
petitor about that he is going to clean 
up with.” 

Mr. Eccites (New Orleans): “What 
about snake skins for Spring?” 

CHAIRMAN Rice: “If you want an 
answer from me on my own opinion, 
I’d say that, based on this locality and 
previous experience, we can sell snake 
skins up to $5 retail. Beyond that I 
can’t see any place. In fact, last Fall 
reptiles were the most disappointing 
things we had, and I mean in better 
shoes. Alligators and lizards did not 
sell last Fall. They will come back 
from time to time because they are 
very practical. Women like them, but 
they are tired of them, I think, and I 
certainly wouldn’t advise anybody to 
buy reptiles of any kind in higher- 
priced shoes, and certainly not snake 
skins, above $5 retail.” 

Mr. KemMpPNER (Little Rock, Ark.): 
“What about fabrics for Summer 
wear?” 

CHAIRMAN Rice: “I think they are 
going to be tremendous.” 

Miss NicHois: “They certainly are 
being exploited by the best manufac- 
turers. I think, really, the wish of 
economy is father to the thought, but 
they have been accepted beautifully by 
the people who have exploited them. 
If that means anything to you, it 
ought to be good.” 

Miss AMBROSE: “I think they have 
improved the construction of their 
meshes to such an extent that fabric 
shoes are very much more satisfactory 
than they were for quite a time.” 

CHAIRMAN Rice: “I think when it 
comes to every type of dress footwear, 
whether a high heel or open shoe, a 
fabric shoe is to be desired. I think 
in a walking shoe, a shoe that has to 
bear the brunt of the day’s work, your 


leathers will come in. This beach 
sandal, this informal sort of boudoir 
slipper that people wear with shorts 
and pyjamas on the beach and even 
around town, I think will make fabrics 
very big.” 

Mr. Rossins (Bloomington, Ind.) : 
“How practical is white pique? They 
brought it out last Summer and some 
claimed it didn’t wear.” 

CHAIRMAN Rice: ‘We had a won- 
derful experience with pique. Did any- 
body here have a bad experience with 
the wear of pique? I’m just afraid it 
won’t be good, because it was so good 
last year.” 

Mr. ROBBINS: 
place?” 

CHAIRMAN Rice: “I don’t know; I 
haven’t thought that far ahead.” 


What About High Colors? 


Mr. FISHER (Guarantee Shoe Co., 
San Antonio, Texas): “Up until 1928 
we used to sell a tremendous amount of 
high colored shoes. Of course, in the 
iast few years we have been afraid, 
like everybody else. We have had plain 
white shoes and plain black shoes and 
plain brown shoes. Now we are talk- 
ing about Mexican influence, trying to 
get women to wear more shoes. If 
we had nerve enough to buy a few high 
colored shoes this Summer, I wonder 
what the advice of the ladies who know 
is. If we want to buy red shoes, shall 
we buy red or shall we fbuy white shoes 
with some red on them? 

“I found a couple of years ago that 
I made a mistake in buying white shoes 
with red and blue, with green on them, 
which limited it to one dress.” 

Miss NICHOLS: “We sell large quan- 
tities of high colors, especially in suedes 
—in kid suede. It has been very en- 
couraging the way they have been 
sampled so far. They have been 
sampled by houses that we couldn’t 
even begin to sell them to in the past. 

“The first color we are selling is red. 
The second color is pencil blue. The 
third color is jade green, and the fourth 
a linen sort of blue, and then we go 
into yellow. We have three blues that 
are actively selling, but red is number 
one in sales, and we find that if you 
have an all-over one color shoe or are 
clever enough to put enough colors to- 
gether so that they can wear the shoes 
with enough things, it is much better 
than having white with a color.” 


“What will take its 


Correction 


Through an error in the Brown Shoe 
Company advertisement on page 8 of 
the Jan. 13 RECORDER, featuring 
Buster Brown shoes, the address of the 
Powers Mercantile Company was given 
as Indianapolis. The correct address of 
this firm is Minneapolis. 


Shoeman Originates Relief Plan 


AsBurRY PARK, N. J.—This city has a 
prosperity and relief fund which origi- 
nated with William J. Sneider of the 
Sneider Shoe Co. The plan has been 
approved by the National Recovery Ad- 
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ministration at Washington, D. C., 
through A. R. Forbush, correspondent 
for President Franklin D. Roosevelt. 

The plan calls for a voluntary dona- 
tion of one dollar or more from every 
person in Asbury Park who can afford 
to contribute. This money is to be 
given away to charity. 

In commenting on this plan editorial- 
ly, the Asbury Park Evening Press 
said: 

“Relief for the unemployed and as- 
sistance for local merchants are prom- 
ised in the scrip plan recommended to 
the board of trade by William J. Snei- 
der. Under Mr. Sneider’s proposal a 
fund made up of relief moneys would 
be deposited in a local bank and scrip 
issued against it would be given to local 
stores providing relief supplies. Other 
Asbury Park stores would accept the 
paper and continue it in circulation un- 
til next July, when it would be redeem- 
ed at full value at the bank wherein the 
fund had been deposited. In comment- 
ing upon the plan Chester B. Opdyke, 
president of the board of trade, esti- 
mates that a $3,000 fund would ac- 
cumulate into $24,000 worth of business 
for local merchants. 

“The plan is one of the soundest yet 
heard in the attempt of local business 
men to bolster trade. It is far more 
practicable and will prove more effec- 
tive than attempts to raise artificial 
trade barriers and its results would be 
decidedly local in the benefits that they 
bestow. 

Mr. Sneider has announced an addi- 
tion to his original plan which calls for 
voluntary donations by citizens. With 
approximately 15,000 population, he es- 
timates a fund of about $10,000 could 
be assured if only 65 per cent contri- 
buted. 

“This fund would be deposited in a 
local bank and scrip would be issued 
against it,” Mr. Sneider explained. The 
scrip would be in 50 cents, $1.00 and 
$5.00 denominations and would be re- 
deemable at the bank after it has been 
in circulation in this city for one or two 
months. 

“Now here is how the scrip gets into 
circulation,” he continued. “To the most 
needy families in this city, this ‘pros- 
perity scrip’ would be allotted as deter- 
mined by a local relief committee for 
the sole purpose of buying food, cloth- 
ing, fuel or medicine in this city only. 
The recipient of the scrip would, in 
turn, spend it for these necessities, pro- 
moting the habit of buying in local 
stores only.” 

To further the plan, Mr. Sneider con- 
tinued, all local business men and in- 
dustrial plants would be asked to buy 
voluntarily each week from the local 
bank fund about 5 per cent of their 
weekly payroll in scrip. They, in turn, 
would ask their employees to accept a 
similar percentage in their wages and 
spend it in the city. The purpose 
of the plan is two-fold, to give help 
and support to needy families and to 
help the local merchants -promote the 
prosperity of their own city. 

Full details concerning the plan may 
be had by addressing Mr. Sneider. 
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What Your 


OMEN 
CUSTOMERS 


in their favorite 
MAGAZINES « « 


“Toes straight ahead” is not a fad. 
It is a definite trend toward a permanent 
habit. Each succeeding month’s crop of 
magazines contains the advice from well- 
Excerpt from an article . known beauty and health authorities. 
in HYGEIA by BEULAH FRANCE Women, reading, daily become more 


“TN addition to neglect of the feet during = “Tread Straight” conscious. 


childhood, there are other causes pre- . 
disposing to weak foot. One of these is Only Brownbilt Tread Straight Shoes— 


an incorrect manner of walking. Pointing in both name and features—are closely 
the toes outward instead of straight ahead related to this movement. That’s why retail- 
places the body weight on muscles which _— +s who feature them report such rapidly 
were never intended to carry it. The in- 
evitable strain on these muscles and bones 
of the foot may easily result in weakened Write us 

and broken arches.” for details 


Saoe A | of the 


Also manufacturers of Brownbilt Tread Straight Shoes for men ‘ Tread S traight 
and Buster Brown Tread Straight Shoes for boys and girls. b 
franchise 


Brown bilt 


“Shoes 
for Women 


When writing advertisers please mention Boot and Shoe Recorder 
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THE 


VALUE 


220—PATENT LEATHER 
222—WHITE ELK 
224—JERSEY ELK 


FOR $1.00 RETAILERS 


PREWELTS 


SIZES 2 TO 6 


36 PAIR LOTS 


226—BLACK ELK 


228—BROWN ELK 
230—GENUINE BUCK $1.10 
(SAME IN 62 TO 8 SIZES $1.00), GENUINE BUCK $1.30 
“LEADING AS USUAL” 
THE MOST COMPLETE IN-STOCK LINE OF JUVENILE SHOES IN NEW YORK 


De. MORRIS SHOE CO. !¢. 143 Duane St., New York 


FEATURED 


IN THE 


NEW YORK MARKET 


THIS WEEK 


LAZARUS FRIED AND SONS, INC. 118-120 
DUANE ST. 
DISTRIBUTORS OF THE PEDICHARM SHOE FOR 


WOMEN. TO RETAIL AT $4 AND $5. 


VT 


B. FRIEDMAN SHOE CO. 109 READE ST. 


A COMPLETE NEW LINE OF POPULAR PRICED SHOES 


SPECIAL! 
PRICE $1.50 


Sizes 3 to 8 


581—GUNMETAL CALF 
585—BROWN KID 
588—PARCHMENT KID 
591—BLUE KID 


FOR SPRING. 


LEVEY BROS. SHOE CO. 144 DUANE ST. 
SPECIAL-SHEEP LINED SHOES FOR WOMEN AT $1.50. 


LION SHOE CO., INC. 145 DUANE ST. 
A SMART NEW SAILOR TIE IN A VARIETY OF POPU- 
LAR LEATHERS FOR SPRING. PRICE $1.75. 


M. J. SAKS SHOE CORP. 152 DUANE ST. 
ANNOUNCE THEIR NEW SEAMLESS PUMPS MADE ON 


THE SAXON LAST WITH FITZ-ON HEELS, PRICE $2.25. 


Sheep Lined Shoes 


Beautiful Contrasting Underlays 
20 Other Styles 


LEVEY BROS. SHOE CO. 


The Pedicharm Shoe 


FASHIONABLE—CORRECTIVE 
AAA-EEE 


IN STOCK 


A’ Large Assortment of 
Beautiful and Latest Pat- 


terns in 


Leathers 


Diversified 


To Retail at and 


See Our New Spring Models 


of Pedicharm Shoes 


144 DUANE ST. 


NEW YORK CITY 


No. 3980 IN ALL LEATHERS 


LAZARUS FRIED & SONS, INC. 


118-120 DUANE S$ 


NEW YORK CITY 


* 


BUY 
IN THE 


* 


NEW YORK MARKET 


* 


* 


@ DR. MORRIS SHOE CO., INC. 


143 DUANE ST. 


A COMPLETE IN-STOCK LINE OF JUVENILE SHOES. 
FEATURING DR. MORRIS AND DR. CHESTER GRADES. 


* BUY IN THE NEW YORK MARKET x 


HOW TO REACH THE NEW YORK SHOE MARKET 


We hope you will 
consider thisacordial 
invitation to call on 
any of the market 
establishments. The 
market is very easily 
reached from any 
part of New York. 
From Times Square 
or Pennsylvania Sta- 
tion, take the Broad- 
way-Seventh Avenue 
I. R. T. express to 
Chambers Street. 
From Grand Central 
Station take the Lex- 
ington Avenue ex- 
press to Brooklyn 
Bridge. If you take 
the B. M. T. Subway, 
get off at City Hall 
Station. From 42nd 
Street and Eighth 
Avenue take the new 
Eighth Avenue Sub- 
way express to 
Chambers _ Street 
Station. The great 
wholesale shoe mar- 
ket is but a block 
or two from any of 


these stations. 
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MARKET 


GOODYEAR WELTS 


OF 


QUALITY 
IN STOCK 


A-B-C WIDTHS 
$2.00 


1810—ALL BROWN ELK 
1811—ALL BLACK ELK 


1812—ALL SMOKED ELK 


1813—-SMOKED ELK 


BROWN ELK TRIM 


1816—BROWN ELK 
SMOKED ELK TRIM 


1817—SMOKED ELK 
BROWN ELK TRIM 


1818—BROWN ELK 
SMOKED ELK TRIM 


1819—SMOKED ELK 
BROWN SPONGE TRIM 


IN-STOCK 


MADE ON THE NEW 


SAXON LAST 


WITH 


FITZ-ON 


REPLACEABLE HEEL TOPS 
PATENT LEATHER 


BLACK CALF GREY SUEDE 


BLUE KID WHITE CREPE 
BROWN KID BLACK CREPE 
in High and Baby Spanish Heels 


PRICE $2.5 


1-9 
<C Including Extra Pair of Fitz-on Refills 


M.J.SAKS SHOE CORP. 


A SMART SAILOR TIE 


@ Kaffa—807 

@ Grey Kid—808 C_WIDE 
@ Blue Kid—809 
@ Brown Kid—810 


Write for Catalog 
“THE FRIENDLY HOUSE” 


NEW SPRING SHOES 
IN - STOCK 


WATCH FOR THEM IN THIS 
NEW YORK MARKET SECTION 


1814—BROWN ELK 


LIGHT SPONGE TRIM 


B. FRIEDMAN SHOE CO. 


109 READE ST., NEW YORK CITY 
SAMPLES SUBMITTED ON REQUEST 


When writing advertisers please mention Boot and Shoe Recorder 
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Meet Mr. Mittelman 


[CONTINUED FROM PAGE 22] 


the man. That was natural enough, for 
he’s a modest chap, who doesn’t talk 
about himself a lot. Just goes ahead 
and does things, figuring, apparently, 
that if a man does his part results will 
take care of themselves and applause 
isn’t particularly important. 

So when we heard the directors had 
elected him we wanted to know more 
about Mittelman, the man, and the only 
way to find out seemed to be to go and 
ask him. We found him around mid- 
night of a hectic convention day in his 
room at the Statler. Conventions are 
exciting affairs, but this one, appar- 
ently, hadn’t excited Mittelman, de- 
spite the fact that he suddenly found 
himself playing the leading role in its 
tense and swiftly moving drama. He 
was calm, cool and courteous, yet 
keenly conscious of the magnitude of 


his job, and of all that it implies in the- 


way of work, responsibility and self 
sacrifice. 

M. A. Mittelman has been in the shoe 
business approximately 28 years, he 
told us. Because of his Detroit connec- 
tions we naturally think of him as of 
the Middle West, but he belongs to the 
East by birthright and early training. 
Born and reared in Pennsylvania, he 
started out with A. Weitzenkorn & 
Sons of Wilkes-Barre, whose store is 
right on the same street with that of 
Martin Murray, for years treasurer 
of the N. S. R. A. From there he went 
to Hartford, Conn., where he was in 
the employ of Wise, Smith & Co. for 
five years, then to V. W. Snyder Co. 
of Newark and from there to J. N. 
Adam & Co. of Buffalo, where he 
bought and merchandised the shoes. 

Mittelman’s next move was to Chi- 
cago, where he was made buyer and 
manager for the I. Miller store. This 
step, in a way, proved a turning point 
in his career, for it led to his taking 
the I. Miller franchise for Detroit, 
where, along with Adolph Goetz, the 
present firm of Goetz-Mittelman was 
formed. This firm owns and operates 
stores in Detroit, Buffalo, Rochester 
and Cleveland. The criginal Detroit 
unit was a department in Russek’s 
ready-to-wear establishment, but later 
another store was opened in the Fisher 
Building, uptown, so that now the firm 
of Goetz-Mittelman operates five stores. 
A year ago Aug. 1 the entire business 
of Russek’s, in Detroit, was taken over 
and of this establishment Mr. Mittel- 
man is now president and general man- 
ager. 

Election to the chairmanship of the 
Convention Committee in charge of the 
Detroit convention of 1931 marked Mr. 
Mittelman’s first active participation in 
association affairs. At that convention 
he was elected to the board of directors 
and for the past two years he has been 
first vice-president. Five years ago he 
organized the Detroit shoe merchants 
into a very active association of which 


he has been president for the past four 
years. With the active assistance of 
Clyde Taylor and other leading shoe 
men he has recently been engaged in 
organizing the shoe men in the entire 
State of Michigan. (An account of the 
organization meeting is published else- 
where in this issue.) 

Mr. Mittelman is known throughout 
the trade as “M. A. Mittelman,” and 
his close friends call him “Mit.” As we 
said before, he’s a modest chap. To 
make the record complete, however, his 
full name is Maurice A. Mittelman. 
And the E in his name comes ahead of 
the L. Due to an error in the tele- 
graphic story from St. Louis announc- 
ing his election the name was mis- 
spelled in the RECORDER of Jan. 13. He 
becomes the president of the N. S. R. A. 
at a critical time in the association’s 
history, but judging from the com- 
ments on his election, both at the con- 
vention in St. Louis and throughout the 
trade, he seems to be the right man for 
the job. 


Training for More Sales 
[CONTINUED FROM PAGE 33] 


smartly dressed business woman who 
sells insurance. She wants shoes for 
practical wear, but dislikes oxfords, 
what will you sell her?” 

State the problem to the whole group. 
Let one of the men solve it, and the rest 
criticize it constructively. 

c. Have “experience” meetings. “The 
most difficult customer I had this week 
—and how I handled her.” A potpourri 
of the experience of your salespeople 
is an excellent source of information 
for the whole group. 

d. Do demonstration sales. Show peo- 
ple instead of telling them. I have 
found this method especially useful in 
getting over possible ways of introduc- 
ing the suggestion sale, and in meeting 
objection to higher prices, 

Get your salespeople to analyze mer- 
chandise and work out selling points. 
Hidden in every pair of shoes are 
specific reasons why those shoes should 
appeal to the customer. Help your 
salespeople find those reasons, and use 
them in a personalized way. Not “this 
shoe has a combination last” but “be- 
cause this shoe is two widths narrower 
at the heel, it will fit snugly and give 
you greater comfort.” 

Stimulate interest in style, if you 
have a stylist, use her at this point— 
if not work it out with the style buyers. 
A knowledge of current fashion—new 
shades, skirt lengths, etc., is essential to 
intelligent shoe selling. 

Stimulate your men to build a per- 
sonal: following. The salesman who is 
going to produce within his allotted 
forty hours, must more and more sup- 
plement the flow of normal customer 
traffic, with customers who are going 
out of their way to come to him. 
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Use Shopping Reports as a Means of 
Training. If constructively followed 
up, they are the most important train- 
ing device you have, and if everything 
else had to go, I would still hang on to 
shopping reports. Used consistently, 
they are an excellent index of customer 
impressions, and after all the sum total 
of those customer impressions will make 
or mar your department. 

This kind of individual direction is 
the most valuable and productive train- 
ing work that can be done. Incidentally, 
let’s not forget that shopping reports 
may be as much of a check-up on the 
performance of the department head as 
on the performance of the salesperson. 

The dramatization of shopping re- 
ports is also an excellent means of 
training. How many of you listen to 
“The March of Time” on Friday nights 
—a vivid reconstruction of the high- 
lights of the week’s happenings. Shop- 
ping reports are a March of Events in 
your department. The dramatization 
reconstructs interestingly, accurately a 
situation—good, bad, or indifferent. Fol- 
lowed by constructive criticism it be- 
comes an excellent training precept and 

alespeople cannot shrug their shoulders 
and say “it couldn’t have happened.” 
It did happen last Tuesday morning at 
ten minutes after ten. 

There are other training devices. I 
am sure that in the shorter work week, 
we are going to have to distribute more 
material to be read. In the shoe field, 
the correspondence Sales Training 
course with questionnaire follow-up con- 
ducted by the “Boot and Shoe Recorder” 
affords excellent material. 

Excellent stocks, detailed knowledge 
of merchandise—ideal sales methods, 
have failed before and will fail again 
unless they are coupled with daily, con- 
structive, inspirational, forceful, and 
tactful LEADERSHIP on your part. 
Through that leadership all of these 
tangibles and intangibles will be fused 
into a motivating force, which will sell 
in spite of time limitations. 


Novel Window Background 


SALT LAKE City, UTAH—L. S. Hutch- 
ings directly appeals to women seeking 
comfort in shoes with a series of col- 
ored letters of felt on a contrasting felt 
background. They spell out the words, 

“Easy to Look At 
Easy to Wear 
Our shoes need 
No breaking in 
To make them 
Comfortable.” 

A fine display of various styles in 
Selby arch shoes were centered around 
the message. 


Shoe Travelers Welcome 


The Northwest Shoe Travelers As- 
sociation maintain headquarters in the 
Radisson Hotel, Minneapolis, Room 
Annex No. 1 and the Secretary, H. 
Thorson, asks all shoe travelers mak- 
ing the Twin Cities to stop in and 


“feel at home.” 
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THE NEW 
BUCK-FINISHED 
LEATHER 


THE 


RIGHT 


WHITE 
FOR 
SPRING * 


Specify it 


FOR SPORTS - SEMI-SPORTS - and STREET SHOES 
IN THE POPULAR PRICE GRADES 


Like every Northwestern leather, Shami-Buck is made to fit a particular place in 
price and value. Wherever a white, buck-finished leather is required in popular 
priced footwear, this new leather will be found more satisfactory for working, 
wearing and appearance. 


NORTHWESTERN LEATHER COMPANY TRUST BOSTON 
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These forms are made im both open and closed top 
models =~ either high or ge heel sandals and 
will fit any 4 B si They e also an adjustable 
device to "the bottom to take >A red variations in width. 


TORS BRING NEW LIFE 


TO THE 


RETAILER'S WINDOWS 


Display your new open toe sandals properly and 
attractively with Fairy Twinkle Toes. 

Your Customers will see the new open toe sandals 
exactly as they will appear in actual wear on the 
human foot, thus greatly increasing sales. 

Fairy Twinkle Toes are lightweight forms of ankle 
height finished in a delicate flesh color with 
molded toes and rose tinted toe nails. 


SHOE FORM CO. 
AUBURN, N. Y. 


aA £, ing B hy. 
United Last Co., Ltd., Montreal, Que. 
Northampton, England 
Frankfort, Germany 


Fairy ms 


Sell 


Paris, France 
Melbourne, Australia 


CANADIAN SHOE MERCHANTS STAGE SUCCESSFUL 
CONVENTION 


TORONTO, ONT. — “The masterly 
analysis of modern’ merchandising 
methods delivered by the Hon. H. H. 
Stevens (Minister of Trade and Com- 
merce) substantially a correct 
diagnosis of the evils in merchandising 
which are crushing out the initiative, 
enterprise and ambition of smaller busi- 
ness operators in the economic field,” 
said a resolution passed by the Na- 
tional Shoe Retailers’ Association in 
convention here. Mr. Stevens, in an 
address before the shoe retailers, at- 
tacked some stores for cutting prices 
and creating sweatshop conditions. 

Clayton E. Hurlbut, of Hurlbut- 
Thompson, Ltd., shoe manufacturers, 
Toronto, stated that the remarks of 
Mr. Stevens were far too sweeping and 
general. 

Mr. Hurlbut said that in his 30 years’ 
experience in selling shoes to large de- 
partmental and chain stores that he 
had never come across, nor even heard 
of, cases of unethical practices and 
dictation of terms by buyers to manu- 
facturers as charged by Mr. Stevens. 

Mr. Hurlbut said that if such prac- 
tices did exist, it was the fault of the 
manufacturers themselves. Manufac- 
turers fixed their own prices for the 


goods offered for sale. If those prices 
were fair and reasonable buyers would 
accept them and place their orders, he 
stated. 

Mr. Hurlbut concluded by remarking 
on the improvement in business condi- 
tions. 

At the Tuesday afternoon meeting, 
the subject: “The value of an Ortho- 
paedic School for the Training of Sales- 
people in Corrective Footwear” was 
lead by Dr. Hubert Pocock of Toronto, 
and S. J. Brouwer of Milwaukee. This 
was easily the hit of the entire con- 
vention, for it impressed the shoemen 
assembled with the need of a construc- 
tive course dealing with the funda- 
mentals of their business. 

Mr. Brouwer’s announcement that 
the Research Shoe Fitting School con- 
ducted by the Research Foundation, 
will start at 330 W. Wisconsin, 
Milwaukee, on Feb. 19 to 23, was re- 
ceived with great interest. Several 
present announced their intention of 
attending the school. 

Other topics discussed were “Seven 
Steps to Shoe Profits,” E. A. Bur- 
rill, Boston. “Should there be a re- 
sizing of children’s shoes?” led by 
Rowland Hill, Jr., London. 


A. E. Wilson, president of the Na- 
tional Shoe Retailers, presided at the 
various meetings. Nearly 150 lines of 
shoes were on display in the sample 
rooms of the Royal York Hotel where 
the convention was staged. 


Peter’s Sports Line 


St. Louis, Mo. — A very effective 
folder from the standpoint of attention 
value through careful layout has re- 
cently been issued by the Peter’s Shoe 
Co., in announcing its spring and 
summer line of men’s sport shoes. 
Thirty-six styles of wide pattern varie- 
ty are illustrated. Goatskins, buck- 
skins, calfskins, and fancy side leath- 
ers in ventilated, corrective, and in all- 
over whites, make a pleasing display. 
The line is priced at retail from $3 to 
$6 per pair. 


Myrick’s Inc., Changes Hands 


LAKELAND, FLa.— Myrick’s _Inc., 
Lakeland’s leading department store 
for the past 15 years, has just sold its 
stock, good will and lease to Tillman’s, 
Ine. Tillman Hancock is the president 
of the new concern. He also operated 
the shoe department under the former 
management on a leased basis. The 
present shoe department is under the 
management of Emery S. Ivey, who 
has many years of shoe experience. 
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From verdant South America 
where the climatic conditions the 
year round are ideal for the rais- 
One-strap ing of well-nourished animals, 
buckle ant come kidskins which are tradition- 
Pincus & Tobias, ally meaty and mellow natured. 
Inc., Brooklyn, From such incomparable skins, 
N. Y. Amer’s KING KID, the acknowledged 
Black Satin King ; leader, is produced. 
Kid with cov- 
ered Louis heel. 
Trim — one- 
eighth inch 
strips of folded 
gun metal pearl 
lustre kid. 


Continued Popularity 


Is Perfectly Logical! 


It provides the most satisfactory 

and economical answer to the 

dual problem of style with 

utility .. . it has the beautiful, 

semi-dull black finish that adds 

BLACK GLAZED... distinction to the ensemble. 
a premier tannage for high-grade foot- Satin King Kid has a texture that 


wear. Its natural, lustrous finish and soft, hibits th C tat 
well-nurtured texture make it a decided pronibits e acquirement o 


favorite among the kidskins available dust—an invaluable attribute. 
for women’s shoes. 


MATURED GOATSKIN... Women who demand re- 
having a natural grain that assures the strained elegance attain their 


best possible combination of style, comfort * 
and durability—for men’s shoes. costume harmony with shoes 
of the vibrant Satin King Kid! 


WILLIAM AMER CO. 


ESTABLISHED 1832 PHILADELPHIA 


When writing advertisers please mention Boot and Shoe Recorder 
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Manufacturers and Shoe /‘erchants who are 


desirous of meeting the insistent demand for ; 

lightweight, close edged, and flexible footwear ; 

will find the UCO LOCKSTITCH SHOE of ‘ 

notable interest. 

Refinements of major importance are combined , f 

Tr 

to make this SEWED SHOE one of the out- ‘ 

standing new developments in smart shoes for tl 

T H E women. 

tl 

tk 

= UCO LOCKSTITCH 
cc 
SHOE 
a LIGHTWEIGHT INSOLES AND OUTSOLES m 
THIN SHANKS — CLOSE EDGES 4 

De 
of 
SHOE MACHINERY CORPORATION 
ed 
fu 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 
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NATIONAL NEWS 


1933 Profitable Shoe Year 


Boston, Mass.—As a result of great- 
ly expanded production of shoes to 
meet a demand which revived strongly, 
and absence of disastrous inventory 
losses, leading shoe manufacturers en- 
joyed a substantially more profitable 
year in 1933 than in 1932, says the 
Boston News Bureau. This was par- 
ticularly true of the producers of low 
and moderately priced footwear. 

Total shoe production for 1933 is 
estimated around 350,000,000 pairs, the 
highest since 1929, when it was ap- 
proximately 361,000,000. The average 
for 1930-32 inclusive was 313,000,000. 

Stimulation of sales came chiefly aft- 
er April and the late Spring, Summer 
and early Autumn months were a peri- 
od of active manufacture. Leather and 
shoes were made in substantial measure 
from relatively low cost hides, which 
rose from a basis of 4% cents a pound 
for light native cows at the end of 
February, 1933, to a high of 14 cents in 
the summer, subsequently receding to 
around a 9-cent level in October. Cur- 
rent price is back around 10 cents. 

As shoe manufacturers began to feel 
the effect of higher material prices in 
the fall, upward revisions of shoe 
prices became necessary, although these 
adjustments were comparatively mod- 
erate. Increased wage costs under the 
code may also find further reflection in 
price advances. 


Wholesale Prices Go Up 


WASHINGTON, D. C.—Wholesale com- 
modity prices rose by three-tenths of 
1 per cent during the first week of the 
present year, according to an announce- 
ment made by Isador Lubin, Commis- 
sioner of Labor Statistics of the U. S. 
Department of Labor. During the week 
of January 6, five of the ten major 
groups of commodities covered by the 
bureau showed advances, three register- 
ed no change, with only two groups, 
fuel and lighting materials and house- 
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furnishing goods, showing fractional 
decreases. 

The index number showing the gen- 
eral level of wholesale commodity prices 
for the past week was 71.0 per cent of 
the 1926 average as compared with 
70.8 per cent for the week ending Dec. 
30, 1988. The same level was reached 
during the week of Nov. 25 and stands 
at nearly 15 per cent over the general 
average for the first week in January, 
1933. 

Present wholesale prices are frac- 
tionally more than 19 per cent above 
the low point reached for the year 1933 
(the week ending March 4) when the 
index was 59.6. The high point reached 
during the past year was for the week 
ending Nov. 19, when the index regis- 
tered 71.7. Present prices are 1 per 
cent under that level. 

Rising prices for hides and skins and 
certain leather items caused the hides 
and leather products group to advance 
one-half of 1 per cent. The ,miscel- 


TREND TO ADVERTISED BRANDS 


Cleveland, Ohio—There is a great tendency 
to buy trade names in footwear again, says 
J. V. Murphy, shoe buyer of the Higbee Co. 
Stores which have put in branded merchandise 
have shown an increase, whereas those who 
have fought shy of it have in many cases shown 
a decrease. Too many, he believes, have de- 
nied giving the customer what she wants in 
order to sell what the store carries. 

People want to know the manufacturer. 
When our floating trade moves about they want 
to get the same merchandise which has given 
satisfaction in the past. When they shop in 
new cities they look for the stores who adver- 
tise their preferred line. 

As an example of the drawing power of ad- 
vertised brands, Mr. Murphy cites his recent 
sales where known brands retailing from $8.50 
to $10 were offered at $6.95, and store aisles 
were blocked. A non-advertised $10 value was 
sold under similar conditions for $5.85 and did 
not move. He believes the present time is ex- 
cellent for manufacturers’ advertising. 


EVERY WEEK 


laneous commodity group was moved 
upward by about one-half of 1 per cent 
during the week. For the third con- 
secutive week rubber prices continued 
to improve. Lubricating oil also showed 
a strengthening in average prices. The 
building materials group continued its 
advance and moved upward to a new 
high point of 85.5. 


Work Shoe Sales Doubled 


WICHITA, KANS.—The federal relief 
program and the wheat bonus here 
have boosted shoe sales nearly fifty 
per cent. Although the sale of shoes 
includes largely the cheaper shoes in 
this increase, shoes selling from $1.50 to 
$3.00, managers in half a dozen shops 
here expressed themselves as_ being 
sure of a certain and near increase of 
sales in higher priced shoes. 

The shoes that have doubled in sales 
are mostly men’s shoes, work shoes, 
such as are needed for the day laborer 
who has been put to work on dozens 
of federal projects. 

The priced shoe that has been most 
popular has been the low price, $1.88 
to $4.00, in women’s and girls’ shoes. 
But the upward trend has begun and 
all stores here report a decided in- 
crease of sales in this line of mer- 
chandise. 


Schiff Chain Shows Gain 


CoLuMBUs, OH1I0—Total sales for the 
Schiff Co., operating a chain of 192 re- 
tail shoe stores throughout the Middle 
West and East, for the year 1933 were 
$9,365,111, compared with $8,878,278 
for the preceding year, a gain of 5.48 
per cent. The annual statement was 
issued recently by Robert W. Schiff, 
president and treasurer of the com- 
pany. Sales for the five weeks period 
ending Dec. 30 were $1,213,947, com- 
pared with $1,018,866 for the corre- 
sponding period in 1932, which is a gain 
of 20.22 per cent. 
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Large Scale Buying at Los 


Angeles Shoe Exposition and 
Style Show 


Definite Sectional Trends Develop 
Buying Confined to Pre-Easter Selling 


APORE than eighty manufacturers 
M in all parts of the United States 
were represented in the ten thou- 
sand pairs of shoes exhibited at the 1934 
Shoe Exposition and Style Show held at 
the Alexandria Hotel at Los Angeles, 
Jan. 15, 16, and 17, under the auspices 
of the Shoe Travelers’ Association of Los 
Angeles. 

Two complete floors of the hotel were 
occupied, preliminary arrangements for 
the big event being in charge of Joe 
Kalisky, president, and Ned Dreyfus, 
secretary. 

Buyers from the entire Pacific coast 
section, but particularly from California 
and adjacent cities in Arizona and Ne- 
vada, looked over the pre-Easter show- 
ings. 

The main single event of the three 
days’ session was the annual banquet and 
style show held in the ball room of the 
Alexandria Hotel on Wednesday evening, 
Jan. 15. Here 350 factory representatives 
and the buyers rubbed elbows and had 
their social hour. 

The address of welcome was given by 
Mr. Kalisky. His plea was in brief a 
plea for cooperation between the travel- 
ing salesmen and the buyers and between 
the manufacturers and retailers. Mr. 
Kalisky visioned a new day in the shoe 
business, and himself a veteran knight of 
the road with a national acquaintance 
stated that he felt the industry was defi- 
nitely on the up-grade. Earnest coopera- 
tion, he feels, will keep it on the up- 
grade. 

Bruce Findlay representing the Los 
Angeles Chamber of Commerce, also wel- 
comed the buyers and factory representa- 
tives and acted as master of ceremonies. 
He showed lantern slides all of which 
were intended to show the shoe men the 
value of cooperative effort as illustrated 
by the growth achieved in the city of Los 
Angeles through the pull-together 
method. 


By J. EDW. TUFFT 


The style show was directed by Miss 
Betty T. Harrison who introduced the 
queen of the show, Miss Margaret West- 
berg and her court. Thirty different shoe 
numbers by nearly as many manufac- 
turers were presented. 


Sixty-Day Buying 


While buying was done on a large 
scale and with a show of real optimism 
yet the tendency was to buy only for the 
ensuing sixty day period. In other words 
the buying was almost wholly pre-Easter 
buying. Several of the exhibitors reported 
sales far beyond those of last year for the 
same period. The largest volume of sell- 
ing was unquestionably done by the rep- 
resentatives of factories offering medium 
price merchandise, but the price trend 
was decidedly upward as compared with 
previous seasons. 


Sport Roughies in Demand 


Coast buyers showed a decided prefer- 
ence for sport type “roughies.” These 
included ,the following leathers and the 
preferences were in the order set down: 
crushed pig, white sea breeze, white 
tynet, and white calf. The demand for 
these with many of the exhibitors was 
beyond expectations but all were pre- 
pared to meet any demand that might 
appear. 

In pattern shoes the big demand was 
for white kid, a fact which applied equally 
to pumps, straps, and volume oxfords. 
Next in importance came blue kid and 
light pearl gray, the demand for the two 
being approximately equal. 


Black and White Out 


Apparently white with black trim did 
not click, not for a minute, but white with 
brown trim went over with a bang. 

The new style making the biggest sen- 
sation was the violin (or fiddle) shank 
used in dress and opera pumps for after- 
noon and evening wear. Buyers took to 
this with confidence. It is doubtful that 
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JOSEPH KALISKY 
President Shoe Travelers Club of Los Angeles 


any other number on the docket drew so 
much attention. 


Sane Heels Are the Trend 


The buying indicated that the trend on 
the entire coast is toward “sane” heels. 
Buyers went in big for 12-8’s, 14-8, 15-8’s, 
and 16-8’s. The only 19-8’s and 20-8’s 
proving at all popular were in evening 
shoes, high style pumps, and strap effects. 


Embroidered Linens Gaining 


Embroidered linens in colors, not so 
hot last year, will apparently go over in 
a big way for the after-Easter and sum- 
mer season judging from the interest 
shown in these novelties and the ques- 
tions asked by the buyers. One manu- 
facturer in particular carried a big show- 
ing of such linen novelties, although, as 
stated above, but little buying of Summer 
and late Spring shoes was done. 

In Los Angeles where one of the larg- 
est department stores has already in- 
stalled a very complete department for 
foot beauty culture it is apparent that the 
embroidered linens in toeless sandles will 
have a real vogue this coming Summer. 

Practically all buyers at the show re- 
ported January to date to be a good 
month running decidedly above January 
of 1933. The travelers as they checked 
out were quite unanimous in their opti- 
mism. Better footwear and more of it 
seems, they said, the order of the day 
“The desire to buy,” says Mr. Kalisky, 
“is coming back even where money in- 
come has not increased. With the desire 
to buy increasing growth in business on 
the coast and distribution of greater 
buying power seem natural consequences 
of our new impulses.” 
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JAARE YOUR 


PROBLEM/ 


F 


THE /ERVICE Lf FREE TO YOU aa 


TO MANUFACTURERS AND 
WHOLESALERS :— 


RECORDER Subscribers daily ask us where 
to buy certain shoes and many other items 
connected with the operation of their stores. 
Following are some of the inquiries received 
this week. 

All manufacturers, wholesalers and others, 
having goods to supply the following wants, 
should address The Inquiry Dept., BOOT 
AND SHOE RECORDER, 239 West 39th St., 
New York, N. Y. 

N 1582. Elk Ski shoe 

N 1583. Shoe bows and ornaments 

N 1584. Ladies’ shoes ret. $5 and $6 
1585. Men’s dress shoes ret. $4 
1586. Children’s ankle-brace shoes 
1587. Med. price dance taps 

X-Ray machines 

Printed outline shoe drawings 
Wos. novelties ret. $5 

Wos. novelties ret. $4 

Men’s safety and work shoes 
Police shoes 

Moulder’s shoes with soft toe 
Fitting stools 

Health booklets, Child’s Dept. 
Children’s, Misses’ sandals 
Men’s novelty hose, lisle, 50c. 
Infants’ soft soles 

. Wood-sole Brewery Boots 

N 1601. Shoe cartons 

N 1602. Matching handbags 


N 
N 
N 
N 
N 
N 
N 
N 
N 
N 
N 
N 
N 
N 
N 
N 


Please send me information about: 


For Your Convenience We List the 


Following: 

Arch Appliances 

Analysis Complaint Chart 

Bath Room Mules 

Beach Sandals 

Boys’ Division, State Grade: 
Dancing shoes 
Skating shoes 


Slippers 
Sport 


Books, Souvenirs, for children’s dept. 


Booklets (Free) 
Shoe making processes 
Leather Industry 
Rubber Industry 
Union Stamp Factories 
Cash Registers 
Children’s Division, State Grade: 
Barefoot Sandals 
Dancing-shoes 
Infants’ moccasins 
Orthopedic 
Soft soles 
Bunnys 
Sheepskin turns and Prewelts 
Chiropody Schools 
Custom Knit Shoe Bags 
Dye Manufacturers 
Floor Coverings and Plans 
Foot Measuring Devices 
Handbags to Match Footwear 
Heel Protectors 


Hosiery, State Grade: 
Children’s 
en’ 
Women’s 
Labels: 
Carton 
Woven 
Lighting: 
Interior 
Windows 
Men’s Division, State Grade: 
Army shoes 
Cowboy boots 
Field boots 
High cut shoes 
Moccasins 
Safety shoes 
White canvas shoes 
Work shoes 


Slippers: 
Dancin 


The Inquiry Dept., Boot and Shoe Recorder, 
239 West 39th St., New York, N. Y. 


Leather 

Locker Sandals 
Pullman 

Tap Dancing 
Toweling 

Wool 


Active Sports Shoes: 
Aviation 


Basketball 
Buseball 
Bowling 
Fuotball 
Golf 
Gymnasium 
Hunting 
Tennis 


Rubber Goods 

Riding Boots 

Riding Boot Accessories 
Scout Shoes 

Store Fronts 


Store Equipment: 
Store seating plans 
Show cases 
Ladders 
Shelving 
Valances 
X-Ray machines 
Fitting stools 
Mirrors 
Stock Cartons 


Shoe Laces 


Signs, Electric 

Stock Keeping Systems 
Stocking Protectors 
Souvenirs: 


ooks 
Dolls and doll shoes 
General souvenirs 


Shoe Cabinets 

Shoe Dressings and Dyes 
Shoe Findings 

Shoe Heels 

Shoe Ornaments 

Shoe Stretchers 

Shoe Trees 

Spats 

Vamp Rollers and Stretchers 


Women’s Division: 
ncing— 
‘a 


Russian boots 
Dancing sandals 
Camping boots 
Golf shoes 
Golf shoes, spiked soles 
Orthopedic shoes 
Sport moccasins 
Sport shoes 


Party Slippers 
House Slippers 
Wool Shoes 


Windows: 
Backgrounds 
Corrugated decorative paper 
Clips for price tickets 
Display art panels 
Floral decorations 
Reflectors 
Display fixtures, shoes 
Display fixtures, hosiery 
Price tickets 
Show card service 
Arch Support Shoe Stands 


When writing advertisers please mention Boot and Shoe Recorder 
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The APPEARANCE of the 
UNITED CUSHION HEEL 


is sO fine that it is 
constantly imitated but never equalled 


LTR 


‘ 


‘ 


is 


Look for the 


ITS QUALITY 


is just as superior as its appearance 


ec 


THE TRADE-MARK 
is the hall mark of fine shoemaking 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Corrects Inaccuracies 
In Code Hearing Report 


New YorK—C. W. Conaway, of the 
Conaway-Winter Co., Brooklyn, has 
given BooT AND SHOES RECORDER the 
following statement regarding the shoe 
pattern code hearing held recently in 
Washington: 

“We have read the article in the Jan. 
13th issue of the Boot AND SHOE RE- 
CORDER on page thirty-eight purporting 
to report the proceedings of the re- 
convened hearing for the code of the 
Shoe Pattern Manufacturing Industry, 
held in Washington on Dec. 28, and as 
the writer was present at this hearing, 
we should like to correct some very 
glaring inaccuracies in the report as 
well as point out the wrong impression 
given by the article in failing to report 
many important things that were taken 
up at the hearing. 

“In the first place the article states 
that Colonel Roscoe S. Conkling decided 
that the code as presented did not 
represent a sufficient volume of pattern 
making business, to accept the code. 

“This is a misleading statement be- 
cause while Colonel Conkling directed 
his efforts in the hearing mainly to as- 
sisting the shoe manufacturers in 
avoiding any of the provisions of the 
Shoe Pattern Code and the question of 
the number of employees in shoe factory 
pattern shops as compared to those in 
shops represented by the proponents of 
the code, was brought up, there was no 
decision possible because the shoe man- 
ufacturers could not show figures on 
even the nineteen factories making 
their own patterns, out of a total of 
1106. Colonel Conkling suggested that 
the shoe manufacturers send out a 
questionnaire to ascertain the number 
of pattern employees in shoe factories 
and thereby determine if the 550 em- 
ployees represented by the independent 
pattern shops filing the code, really 
composed a majority. 

“The statement is made that the pro- 
ponents were unable to show that the 
code represented any more than five in- 
dependent shoe pattern factories, this 
is an absolutely false statement as the 
records show that this code was filed by 
the Board of Directors of the National 
Shoe Pattern Manufacturers Associa- 
tion who were elected at a meeting of 
the pattern manufacturers held in New 
York on June, 9, at which twenty-eight 
presented, out of a total of fifty-three. 
These twenty-eight representing more 
than two-thirds of the employees and 
production in.the United States. Later 
three of the local shoe pattern manu- 
facturing associations representing one 
hundred per cent of the pattern manu- 
facturers in the Mid West and New 
York section and eighty per cent of 
the pattern manufacturers in New 
England unanimously approved the fil- 
ing of the code and the naming of the 
Board of Directors of the National As- 
sociation as the code authorities. 

“The position taken by the indepen- 
dent shoe pattern industry in connec- 
tion with the question as to whether the 
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shoe manufacturer shall be included in 
the provisions of the shoe pattern code 
as applied to any employee group in his 
own factory was clearly stated by the 
code proponents, who stated that the 
shoe pattern manufacturers do not 
wish to interfere in any way with shoe 
manufacturers wishing to make their 
own patterns, but in as much as the in- 
dustry is a highly skilled one and nine- 
ty per cent of the employees are in the 
higher wage brackets, they insist that 
the shoe manufacturer making his own 
patterns and competing with the inde- 
pendent shoe pattern shops should be 
compelled to pay the same wages and 
maintain the same hours in order to 
establish fair competitive basis and 
permit the shoe pattern industry to con- 
tinue.” 


Middle Atlantic Convention 
[CONTINUED FROM PAGE 21] 


salesman. The customer realizes that 
there is a certain hazard in shoe pur- 
chases, and salesmen owe it to them- 
selves to become more fashion-conscious 
in order to overcome that particular 
phobia.” 

Miss Ruth Kerr, style analyst for 
“Style-O-Graph,” gave a talk on “Ques- 
tions that Retailers Ask.” Illustrating 
her talk with large cutouts of the styles 
that will be in demand for Spring and 
Summer, she explained that new vari- 
eties in tweeds and other fabrics would 
call for special shoe needs and advised 
the shoe men to study the popular fab- 
rics. 

“Tweeds that combine the Scotch 
idea with French ingenuity require 
something distinctive in footwear,” she 
explained. ‘Darker tones in shoes will 
be used to emphasize the variations in 
the tweeds.” 

Miss Kay Silver, of Harper’s Bazaar, 
gave a quick cross section of the fash- 
ion picture. After reading excerpts 
from a cable from Paris, she commented 
on the trends in American fashions 
that would coincide with the French 
ones. 

“We believe,” said Miss Silver, “that 
the low heel is something that can be 
promoted with confidence. The health 
craze has extended to the feet with 
definitely lower heels for sports, day- 
time wear and even evening. Nothing, 
not even strong Paris opinion to the 
contrary, can threaten the sandal 
fashion in this country, but the bracelet 
strap on the classic pump is something 
to think about.” She pointed out that 
the average woman will have many dif- 
ferent kinds of clothes in her wardrobe, 
and will be open to suggestion for the 
proper kind of shoes, if she feels that 
the shoe salesman knows his subject. 

Miss Silver concluded her talk with a 
plea for smarter shoes for women with 
foot problems, explaining that while 
every woman wants a comfortable shoe, 
she would prefer one not of the obvious- 
ly “corrective” type. 

Louis S. Grigsby, manager of 
Philadelphia Credit Bureau, told the 
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meeting on Tuesday that “credit to 
customers was an increasing factor of 
real profit to the store if customers 
would reveal their actual credit capac- 
ity, and all stores would co-operate in 
exchange of credit information.” 

Russell Belfield of Steigerwalts’, 
Philadelphia, said “shoe store selling 
can be made more effective by team- 
work, and an interest within the store 
in competing one clerk with another for 
bigger and better books through better 
service individually.” His paper will ap- 
pear in an early issue. 

Round table discussion followed each 
day’s session, and a spirited meeting on 
Tuesday fought the good fight against 
the sales-tax. It was led by Jesse Adler. 
The convention closed with a vigorous 
plea for more retail sales action in 
starting an early Spring season. 


» STORE CHANGES 4 


C. S. Greenburg Moves 


LourspurG, N. C.—C. S. Greenburg, 
dealer in dry goods, millinery and 
shoes, has moved his store from Laurin- 
burg to this city. A very active shoe 
department is planned in the new store. 


New Mansfield Store 


MANSFIELD, OHIO— The Big Shoe 
Store opened recently with a full line 
of men’s, women’s and children’s foot- 
wear. Harry D. Hill, formerly associ- 
ated with the Mansfield Walk Over . 
store, is manager of the new store. 
Kenneth Myers is assistant manager. 


New Shoe Department 


Des Moines, IA. — Wolf’s women’s 
ready-to-wear store here is planning to 
open a fashion shoe department Feb. 
15 with Mr. Jaffee of Sioux City in 
charge. According to Byron Jacobs, 
manager, the department will be lo- 
cated on first floor and will feature na- 
tionally known lines. Several other ad- 
ditional departments are also being 
added to the store incidental to opening 
an entire new floor. 


Doubles Store Space 


HoLLywoop, CAL.—Foulke and Mor- 
gan, dealers in theatrical and dance 
shoes for boys, girls, men and women, 
have moved their store from its former 
location at 6601 Sunset Boulevard to 
5619 Sunset Boulevard. Approximately 
twice the floor space is now occupied 
and the location is nearer to the center 
of the business district. G. L. Morgan 
is in charge. 

A new service in this store is a prac- 
tice area for tap dancers, a special 
type of maple slat rug being provided 
for this purpose. 


| 


No one really wants 
half a heel.. 


when he can get the 
entire heel! 


That’s one of the convincing selling arguments for 
shoes equipped with PANCO STA-TITE HEELS. 
Double wearing depth makes them popular with 


the customer. 


Wearing depth of ordinary heel Wearing depth of Panco Sta-tite 
He likes their other qualities too . . . neat, distine- 
tive design . . . absence of nail holes to track dirt 
. . . permanently snug, tight joint at the heel base 
which is the result of our exclusive, patented 
construction. 


PANTHER PANCO CO. 


CHELSEA, MASS. 
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Heads Local Chain Group 


WEIRTON, W. Va.—Harry OD. 
Shrager, stores’ supervisor for several 
outlets of the Keystone Shoe Stores, 
Inc., has been appointed chairman of 
the Chain Store Managers Association 
of this city. Before coming to Weir- 
ton, Mr. Schrager was with the Kirby 
Shoe Stores and the Schiff Co. of Pitts- 
burgh, Pa. He was first-floor manager 
of Kirby’s 506 Market Street store dur- 
ing the time Milton C. Nubaner’s man- 
agement. 


Managers Switched 


PASADENA, CAL.—C. R. Elliott is the 
new manager of Barnett’s Bootery 
here, taking the place of W. Lewin, 
who has been transferred to Santa 
Ana, Cal., where he has charge of the 
Barnett Bootery branch. 

Mr. Elliott came to Pasadena from 
the Brasley-Krieger Shoe Company’s 
store, Los Angeles, where he was man- 
ager for three years. Prior to that he 
was with Feltman & Curme at Rich- 
mond, Ind., for six years. 

R. C. Bailey, who has been with the 
Pasadena store for four years, remains 
with Mr. Elliott as assistant manager. 


Blaser Makes Change 


Fred M. Blaser has been covering 
the New England trade selling leather 
to the shoe manufacturers for many 
years past, hustling, always on the job 
and with the genial smile typical of 
Fred alone. 

The trade will welcome him as the 
representative of The Columbia Com- 
bining Company of Brooklyn, N. Y., 
specializing on the selling of backing 
cloths, quarter linings and the com- 
bining of shoes. His territory will be 
the old camping grounds—the New 
England States. 


Ed. Pankau Promoted 


CuicaGo, ILL.—Ed. Pankau, who has 
been connected with the Brown Shoe 
Company for several years in special 
work, has been promoted to manager 
of sales in the Chicago city district, 
succeeding F. F. Nitchy who resigned 
and has associated himself as one of 
the operators and owners of the Hunt- 
ington Shoe and Leather Company, 
Huntington, Ind. 

Mr. Pankau is an expert on the 
Brown System of Merchandising and 
this, coupled with his several years of 
road experience, has fitted him particu- 
larly for this job. 


Auburn, Me., Figures 


AvusBuRN, Me.—Auburn reports 19 
shoe factories, making 70,000 pairs 
daily. 


| _ | 

STA-TITE 

freels 
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BETTER LASTING 


means better shoes 


LITTLEWAY LASTING 
means BETTER LASTING 


HAND MOTION PINCERS 
with PERFECT DRAFTING 
give TIGHT LASTED and 
SHAPE RETAINING SHOES 


No metal 
contacting the foot 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 
Men’s Shoes 


“HIGHEST GRADE Qnty" } 


WEYMOUT' 


SHOE 
MEN’S FINE SHOES 
OLD COLONY SHOE CO. ®ROCKTON 


NEW YORK BOSTON 
Marbridge Bide. 10 High St. 


*Tlettleton 


Shoes Now Retail $9 to $20 


WHERE TO BUY 
Men’s & Women’s 
Slippers 


W. S. CHASE & sone 
HAVERHILL, M 
In Steck—Moen’s Full Leather Lined 
Handturned Slippers 
Priced from $1.75 
Kid Pullman Sli; 
colors and black with 
1.35 
1.50 


ry INC., 


KUSH-IN-EZE 
HAND TURNED 


FOOTWEAR 
IN STOCK 


Ne. 156 Black 
Kid $2.25 


No. 401 Black 
Kid $1.75 


SEND FOR CATALOG 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 


chosen temporary chairman, and O. R. 
Jenkins, 


shoe men present at that meeting were 


dent of the National Shoe Retailers 
Association and a past president of 
the Detroit association; 


company. 


because a former association had 
largely died out and Michigan shoe re- 
tailers 
prominence in national affairs. 
N.S.R.A. are to reorganize the new 
association. 


donated by L. K. Baker, secretary- 
treasurer of the Michigan Shoe Deal- 
ers Mutual Shoe Insurance Co., for field 
work in staging the reorganization and 
to stimulate attendance at the Grand 
Rapids meeting. 

A board of directors of 15 men was 


(Division of L. B. Evans’ Son Co.) 


BOOT AND 


ORGANI 


MICHIGAN SHOE RETAILERS FORM PERMANENT 


1934 


ZATION 


GRAND Rapips, MicH.—Shoe retail- 
ers of Michigan effected a permanent 
state organization here Jan. 15-16. 
Meeting in conjunction with the Kent 


CLYDE K. TAYLOR 


Newly elected president, Mich. Shoe 
Retailers Assn. 


County Shoe Retailers Association, de- 
tails of the Michigan Shoe Retailers 
Association, as the organization is to 
be known, were mapped out and direc- 
tors and officers elected. 

The new organization is an out- 
growth of a meeting held in Lansing, 
Mich., Dec. 5, at which delegates from 
Lansing, Detroit, Charlotte, Hastings 
and other cities were guests of the 
Michigan Shoe Dealers Mutual Fire In- 
surance Co. 

Clyde K. Taylor, president of the 
Detroit Shoe Retailers Association, was 


of the insurance company, 
temporary secretary. Among the 25 


M. A. Mittelman, recently elected presi- 
and Albert 
Murray, president of the insurance 


The new organization was planned 


desired to regain former 
The 


Jenkins’ services were 


elected, who in turn chose the follow- 
ing officers: Clyde K. Taylor, Detroit, 
president; M. A. Mittelman, Detroit, 
first vice-president; Arthur Allen, 
Grand Rapids; Edward Dittman, Mt. 
Pleasant; K. Masters, Alpena; Max 
Harriman, Lansing; Fred Nedwick, 
Saginaw; Richard Schmidt, Hillsdale; 
Edward Stocker, Detroit, and B. C. 
Olsee, Grand Rapids, all vice-presi- 
dents; Joseph Burton, Lansing, secre- 
tary-treasurer, and O. R. Jenkins, 
Lansing, field secretary. Headquar- 
ters are to be maintained in Lansing. 

The board of directors includes Fred 
Elliott, Flint; E. T. Nunnally, Mt. 
Clemens; Mr. Mittelman; R. Hainstock, 
Niles; Mr. Harriman, Lansing; Wil- 
liam Schilientz, Muskegon; Mr. Ditt- 
man, Mt. Pleasant; Harry Sullivan, 
Grand Rapids; John Och, Cheyboygan; 
William VanDiss, Kalamazoo; Steven 
Jay, Detroit; Richard Schmidt, Hills- 
dale; Arthur Jocen, Saginaw; John 
Mann, Port Huron, and Mr. Olsee, 
Grand Rapids. 

Mr. Mittelman presided over busi- 
ness sessions. A talk on benefits of 
organization was given by C. William 
Otto, of the Lansing Chamber of Com- 
merce. Operations of the retail code 
were explained by Charles T. Sher- 
man, Lansing. Otto and Sherman also 
spoke at a banquet Tuesday night at 
which Col. John G. Emery, Grand 
Rapids, was toastmaster. Mr. Olsee 
extended a welcome on behalf of the 
Kent County Retail Shoe Dealers As- 
sociation and Mr. Mittelman talked on 
conditions in the field and cooperation 
between retailers. A style show and 
display by 60 exhibitors was held fol- 
lowing the banquet. 

Membership in the organization is 
expected to reach 300 with an active 
season being planned. Officers of the 
Kent County Retail Shoe Dealers As- 
sociation, who acted as hosts, are B. C. 
Olsee, president; John Postema, vice- 
president and secretary; Jacob Diser, 
treasurer, and A. C. Blasher, chairman 
entertainment committee. 


Stendal, Discussion Leader 


Sioux City, Iowa—The feature of 
the noon luncheon session on Tuesday 
at the Northwestern Shoe Retailers 
Regional Association here, Feb. 6, will 
be a discussion of the Retail Code as it 
is working out in shoe stores and de- 
partments. The discussion leader will 
be Carl M. Stendal of Minneapolis, 
former director of the N.S.R.A. and ex- 
president of the Northwestern associ- 
ation. 


Discontinues Store 


RUTLAND, VT.—The retail store of 
the Brown Shoe Co., 19 Center Street, 
has been discontinued. 


Shoe | | 
» 
Richards & Brennan Co. Randolph, Mase. 
gut 
ae A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y. 
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Perpetual Inventory Assures an Increased Profit 
...and Lowers Your Insurance Cost... 


Recorder Stock Record Cards Supply a Perpetual Inventory 


Dare 


DEPARTMENTAL SUMMARY YEAR 


pate 


no 
rAd 
wen ere 


o 
SALES 


customers 


shoe is paying its 
oO way with a profit, 


| frequently on 
wanted styles and 
sizes. 


Do Business More Efficiently by Installing the Recorder Stock Record Card System 


MERCHANTS SERVICE DEPARTMENT 
209 Bo. ‘State Street, Chicagor 
State cago, Illin 
DEALERS, CHICAGO AREA: 


Personal service available on above subjects—also in 
merchandise promotions—at nominal cost. 


When writing advertisers please mention Boot and Shoe Recorder 


55 
form i No. (ORIGINAL) 


Shoe Trees 


QUICK PROFIT ITEM - 


SIMPLEX SHOE TREES 


RETAILERG 


WHERE TO BUY 


Women’s Shoes 


ORIGINAL 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 
Both lines carried in stock. 
FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


WHERE TO BUY 


GENUINE HAND TURNS 
$360 


ONE 
GOOD TURN 
ELLS 
ANOTHER 

NO. 87231 BLACK SATIN KID “CONGO” 


20/8 Heel—AAA to C 
2% to 9 Medium Round Toe Last 


DODGE, BLISS & PERRY ix: 


NEWBURYPORT, MASS. 
“THE CORRECT DODGE FOR ALL OCCASIONS” 


THE PUMP WITHOUT A GAP 

GENUINE COMPO PROCESS 
IN STOCK 

Kafr Calf 


White Kid 
White 
Satin 


oO. 
58 N. 4th St., Philadelphia, Pa. 


WHITEHALL, MicH.—Eagle Ottawa 
Leather Company’s Black Eagle Bas- 
ketball Team, representing Black 
Eagle calfskin. The members of the 
team, reading from left to right, stand- 
ing, Leonard Schaden, manager, Wil- 
liam Fechner, Alvin Cook, captain, 
Howard Dalman and Lester Broman, 
business manager. Sitting, Orville 
Erickson, Ivan Houseman, Aubrey 
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EAGLE OTTAWA LEATHER CO. BASKETBALL TEAM 


Powell, Dexter King and Rex Funnell. 
The team was furnished with suits and 
equipment by Julian B. Hatton, vice- 
president of the company, who also has 
installed ping pong tables for the bene- 
fit of the employees who are now par- 
ticipating in interdepartment matches. 
Mr. Hatton believes in recreation as 
well as production. 


Mayer Shoe Co. Moves 


MILWAUKEE, WIs.—In an interview 
with Fred A. Mayer, president of the 
Fred A. Mayer Shoe Co., relative to 
the moving of the company plant, he 
said: 

“We are now located and operating 
in our new factory home at 2744 North 
Thirty-second Street. At this new lo- 
cation we have unquestionably one of 
the most modern and complete factory 
units in America, with everything on 
one floor. You can readily appreciate 
the numerous advantages in making 
shoes under one floor supervision, with 
no elevators to contend with and day- 
light all around. Our equipment is op- 
erated on individual motors through- 
out. There isn’t a foot of shafting any- 
where in our plant. This method per- 
mits for more economical operation, 
and in turn enables us to offer the 
trade values consistent with our stand- 
ards that are second to none. 

“This move was prompted in the 
main by our confidence in the future, 
and because in our three years’ oper- 
ation we have gradually increased our 
distribution with the better merchants 
in the Middle West. Our new plant in- 
creases our production from our last 
year’s peak of 500 pairs a day to 1000 
pairs. In addition to Compo shoes we 
are now building a line of UCO lock- 


stitched footwear, which we _ believe 
a big step forward in shoemaking. To 
get this increased production we have 
strengthened our selling end and have 
now representing us in the Northwest, 
Claude W. Seldon, formerly with Rice- 
O’Neil Shoe Company, and Irving Tell- 
ing, who will cover the East and South. 
Fred W. Moritz and myself will con- 
tinue to cover our present accounts.” 


Huntington Shoe Corp. 


INDIANAPOLIS, IND.—Articles of in- 
corporation have been filed with the 
Indiana secretary of state by the 
Huntington Shoe Corporation, 1319 Sal- 
amonie Avenue, Huntington, Ind., 
formed to manufacture shoes. The cor- 
poration has a capital stock of 2,000 
shares first preferred of $100 par value 
each, 2,000 shares of second preferred 
of a par value of $100 each and 2,000 
shares of common stock having no de- 
clared par value. The incorporators 
are E. Rex Lowey, D. H. Lowey and 
S. P. Johnson. 


Sells Store 


Des Moinss, Ia.—Henry Polders of 
West Branch has sold his shoe stock 
to J. T. Slifsgard of Waterloo, who is 
now in possession. 
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INQUIRY SWAMPED! 


Recorder forwards 224 inquiries to 
manufacturers in just two days 


They Want to 
Buy— 


Men’s Dress Shoes 
Good Work Shoes 

Tap Dancing Shoes 
Mfr. Red Cross Shoes 
Men’s Semi-Dress P.P. Shoes 
Wos. $4.00 Retailers 
Wos. F.F. Hose $6.50 doz. 
Customknit Shoe Bags 
Men’s 
X-Ray Machines 

Window Backgrounds 
Fitting Stools 

Wos. Theatrical Shoes 
Woven Labels 

Sport Mocassins 

Analysis Complaint Chart 
Arch Appliances 

Boys’ Shoes 

Children’s Books 
Juvenile Prewelts 
Bunnys and Sheepskin Slippers 
Bowling Shoes 

Sports Shoes 

Golf Shoes 

Doll Shoes 

Camping Boots 
Orthopedic Shoes 
Evening Slippers 

House Slippers 

Shoe Stretchers 

Shoe Trees 

Bows 

Carton Labels 

Dressings 

Stocking Protectors 
Handbags 

Foot Measuring Devices 
Chiropody Schools 

Men’s Hose—50c. retail 
Electric Signs 

Flooring Plans 

Riding Boots 

Brewery Boots 

Wos. High Orth. Boots 
Silk Lining Labels 
Address Bostonian Shoes 
Rubber Metatarsal Pieces 
Growing Girls’ Novelty Shoes 
Signs 

Display Fixtures 

Store Shelving 

Store Arrangement Plans 


BOOT AND SHOE 
RECORDER 


JANUARY RECORDS SMASHED! 
Shoe Merchants Ask 


Boot and Shoe Recorder where 


to Buy 


Many Kinds of Mer- 


chandise. . . . Deluge Continues. 
Merchants are Buying Now! 


Merchants are in a buying mood NOW! The usual after-inven- 
tory lull is not! Instead, the Boot and Shoe Recorder inquiry 
department has received a record-breaking number of mid- 
January inquiries asking sources of supply for every type of 
merchandise, and there is no sign of a let-up. 


There is no more sensitive 


barometer of buying activity 


among retail shoe merchants 
than the Recorder inquiry de- 
partment. 


Thousands of requests for in- 
formation of many kinds are 
received and answered through- 
out every year, but mid-Jan- 
uary, following the inventory 
period, is usually a dull time. 


Merchants usually “sit tight”— 
but not this year! The number 
of inquiries asking where they 
can buy this or that that are 
coming in by every mail proves 
there’s extraordinary activity 
throughout the entire field. 


Thousands of other merchants 
have already located and estab- 
lished their sources of supply 
through the advertising pages 
of the Recorder. 


Whether you are a manufac- 
turer or distributor, if you have 
any kind of merchandise to sell 
to the shoe merchant, you 
should act quickly to meet this 
buying peak. 


You should not make the mer- 
chant hunt for you when he 
wants to buy. He should know 
about you—who you are, where 


you are, and what you have to 
sell. 


Advertising NOW will not only 
help you to get your share of 
this unusually early buying— 
but will aid in building up your 
list of regular customers 
through contacts established 
now. That helps, when the dull 
periods come. 


The Boot and Shoe Recorder 
reaches over 11,500 of Amer- 
ica’s best shoe merchants, doing 
an annual business of $500,000,- 
000. These merchants sell more 
than 66% of all the shoes manu- 
factured in this country. Sell 
the Recorder shoe stores and 
you sell America! 


NOW is the time for 


Action! 


When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 


Children’s Footwear 


MRS. DAY’S IDEAL BABY SHOES 
(ntants’ Soft Seles ..6-8 

mediates 

Flexible Hard Soles. ..2-8 


for In-Stook 
Catalog 


MRS. DAY'S IDEAL BABY 
SHOE CO. 
Danvers. Mase. 


Locust St. 


FRIENDLY ADVICE 


The ACROBAT SUNBATH Sandal, om 
fected, pioneered and patented by r. 
W. S. Shaft, for Shaft-Pierce Shoe Com- 
pany over a period of 5 seasons, has 
been widely copied, which is a direct 
infringement. 

The U. S. Government granted patent 
covering 13 points of the SUNBATH 
sandal. Therefore, we hereby notify other 
manufacturers who are attempting to place 
similar type sandals on the market that 
their action will be regarded as a direct 
infringement on our patent. 

DEALERS! Protect yourself and your cus- 
tomers with these ACROBAT SUNBATH 
quality sandals of proven value. Don’t 
experiment with cheap imitations. 


ONE OF OUR MANY STYLES 


SHAFT-PIERCE SHOE CO. 
FARIBAULT, MINNESOTA 


A FIRST WALKING SHOE 


worthy of 

AMERICA’S TODDLERS 
SWAN shoes of selected 
leathers and findings, 
particular workmanship 
and fine fitting styles 
are a profitable line for 
the retailer. High shoes, 
oxfords, one straps and 
sandals in 
stock. Moccasin 
or plain toe in 
white, tan and 
smoke elk and 


Baltimore, Md. 
New York Office—705 Marbridge Bldg. 


John J. Holden Resigns 


New York—John J. Holden, one of 
the most prominent shoemen of New 
York, resigned his position as merchan- 
dise manager and shoe buyer of John 
Wanamaker’s, New York—which posi- 
tion he has held for the last four years. 
He was also a member of the board of 
governors of the Wanamaker board of 
trade. Prior to this connection he was 
buyer and merchandiser of shoes for 
Oppenheim-Collins Co.—for about fif- 
teen years, in New York, Brooklyn, 
Pittsburgh, Buffalo and Newark. 

For a number of years he was chair- 
man of the style committee of the Na- 
tional Shoe Retailers’ Association and 
a member of the board of directors. 
He was recently reelected to the board 
of directors of the National Shoe Re- 
tailers Association. 


N. C. Evans Returns to N. Y. 

New York —N. 
C. Evans returns 
to retailing this 
week and to the 
desk which he so 
capably filled, in 
buying and mer- 
chandising the 
downstairs shoe de- 
partment of Gim- 
bel Brothers, 33rd 
St.. New York 
City. 

Four years ago 
he resigned this 
position to become managing director 
of the Natural Bridge Division of the 
Craddock-Terry Company, Lynchburg, 
Va. He later became vice-president in 
charge of merchandising for the Lynch- 
burg company. 

He brings to his new work a broad 
and comprehensive experience in shoe 
making and promotion, derived from 
contact with the national field. The 
growth and development of downstairs 
shoe department selling gives him a 
great opportunity in the distribution of 
a volume of shoes which the tremen- 
dous traffic of New York customers in- 
sures. 


N. C. EVANS 


Ball-Band Salesmen Meet 


Salesmen for the Mishawaka Rubber 
& Woolen Mfg. Co., Mishawaka, Ind., 
will attend regional meetings before 
calling on the trade to display the 
Ball-Band Line for 1934. These re- 
gional meetings will be conducted next 
week by executives from Mishawaka 
who will present and discuss an inter- 
esting variety of new styles and lasts, 
as well as entirely new and attractive 
numbers in this well-known line which 
includes Rubber, Leather, Woolen and 
Canvas Footwear and Fabric Summer 
Sandals. 

Meetings will be held at Ogden, 
Knoxville, Des Moines, Cincinnati, Chi- 
cago and Pittsburgh. 

Salesmen in the New England states 
and Greater New York will meet with 
the eastern distributor, Dunham Broth- 
ers Company, Brattleboro, Vt. All 
salesmen will leave for their territories 
immediately after attending regional 
meetings to call on the retail trade in 
every state and Alaska. 


Modease Shoes, Inc., Starts 


PoRTSMOUTH, OHIO0O—The formation 
of Modease Shoes, Inc., chartered re- 
cently by Raymond P. Morse, Everett 
A. Drew and Joseph M. Dodd, is for 
the purpose of placing on the market 
a new type of corrective shoes, to be 
known as Modease. The new model 
has been designed by Raymond P. 
Morse, who several years ago designed 
the Cantilever line of shoes. The shoes 
will be made at the factory of the Irv- 
ing Drew Co. and the sales force will 
be headed by Raymond P. Morse and 
James M. Dodd, with others added as 
the territory is covered. 
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TRADE LITERATURE 


Lion’s In-Stock Catalog 


New York, N. Y.—A_ descriptive 
price list of some 250 in-stock numbers 
has recently been issued under the able 
direction of Joseph Greensweig of the 
Lion Shoe Co. (The Friendly House), 
145 Duane Street. These shoes—all low 
price retailers—are of a wide range in 
style. Listed, are many women’s novel- 
ties, sport oxfords, operas, stylish 
stouts, evening sandals, and the Dr. 
Lorenze shoes. 


Excel Shoe Co. Moves 


LynN, Mass.—The Excel Shoe Co. 
has moved here from Portsmouth, N. H. 
The firm has secured space in the Mc- 
Grath Building, occupying the two top 
floors. 


Takes On More Space 


BROCKTON, Mass.—The Golden Sport- 
ing Shoe Co., which for 17 years was 
located at 124 Montello Street, has 
taken the entire third floor factory 
space at 146 Court Street. This move 
gives this concern considerable more 
needed floor space. 


Fitchburg Shoe Co. Formed 


FircHpurc, Mass.— A. Lee Briggs 
and William L. Dustin have formed 
the Fitchburg Shoe Co. The new firm 
will specialize in the making of McKay 
shoes for misses and children. 


THIS WEEK'S BOUQUETS 


= 


Whatever It Was, We Got Results 


I am getting sentimental or you are writ- 
ing letters of great appeal. Inclosed you 
will find the result of your appeal—four 
dollars for a two years’ renewal subscrip- 
tion to the Boot & SHoe Recorper. Well 
worth the money, “Old Top.” 

I purchased my store on March 11, 1933 
—one of those beautiful days when every- 
body was breaking his neck to get in busi- 
ness. 

I moved to my new location August 28. 
My December business on Christmas Eve 
was 25% better than December, 1932. 


J. J. Schroeder, Kansas City, Mo. 
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Indiana Convention Committee 


INDIANAPOLIS, IND.—The Indiana 
Shoe Travelers Association are all set 
now for the greatest convention of the 
entire shoe fraternity in their history. 
An old fashioned Hoosier welcome is 
assured to all who attend their gather- 
ing at the Hotel Claypool, Indianapolis, 
Feb. 4, 5, 6. 

E. C. Smeltzer, secretary, reports the 
following committee appointments: 
Rooms, F. M. Brown, E. C. Smeltzer. 
Publicity, A. F. McCord, C. I. Slipher. 
Entertainment, C. T. Foreman, Geo. W. 
Hewett. Sports, Wm. E. Ratcliff, Geo. 
Sennhauser, Geo. Sandberg. Reception, 
Fred A. Naegele, Homer E. Beals, Joe 
Warrender, Claud Crowber, J. S. Stout, 
Louis Stern. 

The Royal Order of Hoosier Goats 
and Kid Skinners will celebrate their 
20th anniversary Monday evening. The 
committee in charge being Clarence 
Dean, Chas. Garrison, Geo. Torey, W. 
W. Risher, John Honaker, Ross Bow- 
man, Sidney Jerome. 


Nebr. Shoe Convention Plans 


LINCOLN, NEB.—Members of the shoe 
trade in Nebraska have a real treat 
in store for them next February when 
they listen to addresses by two of the 
leading shoe men of the country at the 
sessions of their annual convention in 
Omaha. R. E. “Dick” Sherrington, 
who is advertising and promotion man- 


DATES TO REMEMBER 


Northwestern Shoe Retailers Regional Asso- 
ciation at Sioux City, Hotel Martin 
Feb. 4, 5, 6 
Indiana Shoe Buyers Eleventh Annual Con- 
vention. Claypool Hotel, Indianapolis, 
Feb. 


Lincoln’s Birthday 
Nebraska Shoe Retailers Convention Fon- 
tenelle Hotel, Omaha 
Washington’s Birthday 
Good Friday 
Easter 
April 2-7 
Leather Opening, Hotel Astor, New York, 
Mother’s Day 


ager of the Selby Shoe Company of 
Portsmouth, Ohio, will talk to the shoe 
men on the opening day of the con- 
vention. J. J. Scott, manager of the 
Merchandising Service Bureau of the 
International Shoe Company of St. 
Louis, will occupy the program during 
the morning of the second day. All 
sessions of the shoe retailers’ associa- 
tion will be held at the Fontenelle Ho- 
tel in Omaha on Feb. 20 and 21. 

Shoe dealers and store managers 
who come to Omaha for the convention 
will be asked to bring with them their 
chief problems for discussion. It is 


the desire of the association to bring 
into the limelight all of the petty ques- 
tions which have arisen to bother the 
shoe men during the past year, espe- 
cially those connected with the NRA. 

Manufacturers and jobbers have been 
invited to place exhibits in the Omaha 
hotels during this convention. Regis- 
tration fees have been kept to a mini- 
mum in order to make attendance at- 
tractive to every dealer. 

President of the Nebraska Shoe Re- 
tailers’ Association is A. L. Anderson 
of Wahoo, a veteran retailer long prom- 
inent in association affairs. Prominent 
Omaha shoe men in charge of the wel- 
coming of guests are Al Adams, Earl 
Buck and Frank Drexel. Other com- 
mittee members in charge of plans for 
the convention are as follows: Harold 
Steidley, Grand Island; Fred Ander- 
son, Wahoo; Herb Tramp, North 
Platte; Paul Kernan, Hastings; Ray 
Turner, Kearney; Fred Bruhn, Nor- 
folk, and Fred N. Wells, Lincoln. 


Portage Opens in N. Y. Office 


New York, N. Y.—The Shapiro 
brothers and H. Joseph have recently 
opened up salesrooms in the Marbridge 
Building. Representing the Portage 
Shoe Co. of Milwaukee, they are show- 
ing a wide range of men’s and boys’ 
shoes in both sport and dress types 
which are retail-priced from three to 
six dollars. 


WHO MAKES? 


Inquiry Department, Boot & Shoe Recorder, 


239 West 39th St., New York, N. Y. 


Please send us information where we can buy 


Street address 


City and state 


UP-TO-DATE ROOMS 
AT DOWN-TO-DATE RATES 


» 


TO $3.50 SINGLE 


TO $5.00 DOUBLE 


600 LARGE, CHEERFUL ROOMS 


Private underground passage 
from Pennsylvania Station... 
saving taxi fare. One block from 
Fifth Avenue and Empire State 
Building. Subways, elevated 
lines, buses and trolleys stop at 


Let the RECORDER help you 
locate wanted merchandise. 
Mention grades. Attach to 
your letterhead and mail to 


door. Direction— American 
Hotels Corporation. 
GEORGE H. WARTMAN, Manager 


HOTEL 
TINIQUE 


BROADWAY AT 32ND STREET - NEW YORK 


Inquiry Department 
Boot & Shoe Recorder 
239 West 39th St., New York, N. Y. 


WHERE TO BUY 


Hosiery Protectors 


SHOE and 
are 

WALK-EZE 

- Stocking Protectors 
They Seil Saves 


Themselves Tog 
e WALK-EZE'S are 


Suede—ihe non-in, urious 

@atcrial that is le 

sweatpreof. 
Sizes for Women Protected by 
Men and Children 
Order from your jobber er CAN. 281021 
WALK-EZE Sales Offices.Stamped on every pair. 


Executive Office, Syracuse, 
NEW YORK: 1141 

CHICAGO: 114 E. Austin Ave. 
CANADA: 729 St. Anteine St., Montreal 


WHERE TO BUY 


Leathers 


MANDRUCCA > 
is the registered trade- 


mark of a unique, 

perio 
su r tannage 
eer 

under- ° 
signed. o nie 
@ trade-mark, 

& directly or by 
colorful imita- 


tion, wtttl be 
prose- 


cuted, 
R. NEUMANN & CQ. 
HOBOKEN, NEW JERSEY 


> WHAT'S SELLING 4 


Attractive Daytime Sandal 


MIAMI, FLA.—Burdine’s is offering 
an exciusive daytime sandal that has 
won many friends because of its beauty 
and comfort. Made of alternate 
strappings of colored suede and soft 
white kid, with the colored strips 
decorated in conventional perforations, 
it is flattering to any foot, and women 
readily pay the $10.50 asked for it. 
Another very popular model featured 
at the same price is a linen tie. This 
is an Eleo Oxford tie with bands of 
iridescent white kid for trim. A 
seamless linen pump which sells at 
$10.50 is another good number, and in 
the same class is an Elco one-strap 
sandal trimmed with slender strips of 
kid. Sandals have a big place in the 
fashion picture of the season, but ties 
are first in line. 


Repeal Aids Slipper Business 


CLEVELAND, OHIO—J. V. Murphy, 
shoe buyer for the Higbee Co., sees re- 
peal as a definite aid to the evening 
slipper business. Women, he says, will 
dress up for hotel dining rooms and 
restaurants where ordinary sports wear 
would do for the speakeasies. Legalized 
beverage, he believes, is an important 
factor in the Higbee turnover at this 
time. His department sold more eve- 
ning slippers in the month of Decem- 
ber, 1933, than for the entire year of 
1932. The same month showed a 25 
per cent increase in the house slipper 
turnover as compared with December 
of 1932. While Cleveland dining spots 
were not allowed to sell whiskies and 
wines during the month in question, 
pending passage of liquor enforcement 
laws, patrons were allowed to bring 
their own beverages. 


Pin Tucks and Softies 


HOLLYwoop, CaL.—Pin tucks in all 
colors both in pumps and oxfords with 
perforations between the tucks, priced 
at $8.50, have proved January leaders 
in the slipper department of the Broad- 
way-Hollywood, largest department 
store in Hollywood, according to Frank 
Baker, department manager and as- 
sistant buyer. 

This department, which, by the way, 
in total sales volume is running at 
least thirty per cent above correspond- 
ing months a year ago, is finding a big 
demand for “softies” with a turned sole 
and a kiltie tongue. All colors are in 
demand including white, biege, pearl 
gray, dark brown, dark blue, and a dark 
gray. 

Open toe sandals are still going 
strong and Mr. Baker looks for femi- 
nine boulevardiers to using open toe 
sandals for street wear in large num- 
bers as soon as they know the rainy 
season is in the background. 


Good Men’s Sport Trade 


PROVIDENCE, R. I.— Local shoe re- 
tailers generally are looking for the 
best sports shoe business for several 
years. They all say they are planning 
on it and buying for it. 

Harold Ballou of the F. E. Ballou & 
Co. states they had a good sports shoe 
business last Spring and he sees no 
reason why they shouldn’t experience 
an even better business during the 
coming season. 

Stephen J. O’Neil of Kennedy’s sees 
sports shoes holding the sales spotlight 
in the Spring. This department last 
Spring sold more men’s white shoes 
than either of the brown and white or 
black and white combinations or of 
the two-tone browns and he expects to 
sell more this season. He believes the 
male customers are tiring of the com- 
binations and the two-tone sports shoes 
because they have been on the market 
so many years. 

David M. Barry of the Colt Shoe Co. 
has bought more styles in sports shoes 
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and he has bought in larger quantities 
in anticipation of a good Spring busi- 
ness. This retailer is inclined to think 
the style among college youths of wear- 
ing all white shoes throughout the Win- 
ter will tend to decrease the popularity 
of whites for men. 


Petit-Point Bags in Demand 


CHIcaGo, ILt.—Several displays at 
some of the important shops lately in- 
dicate that there is a continued demand 
for bags of petit-point. 

A whole window at O’Connor and 
Goldberg’s is given over to an exhibi- 
tion of these bags. They are of vari- 
ous sizes, colors and patterns. The 
price is $5.75 for any choice. 


New Sport Oxford 


MIAMI BEACH, FLaA.—The Miami 
Beach Bootery is featuring a spectator 
sport oxford that is outstanding in its 
beauty and has been received with en- 
thusiasm. It is of white ooze with 
brown baby calf tip and heel, cleverly 
laced with white kid stripping. It is 
shown in all white, white and brown 
and white and blue. 


Young Modern Section 


CuHiIcaGo—Rough leathers such as 
mandrucca and seal are the big selling 
items right now in the Young Moderns 
Section at Marshall Field and Com- 
pany’s, according to reports. These 
are in demand both in black and brown 
and models are different enough to give 
quite a wide variety of choice. Be- 
sides the four-eyelet oxfords there are 
the sporty types with straps across the 
tongue; some smart little step-ins with 
center tongue laced through with silk 
ties which end in tassels; step-ins with 
kiltie tongues; and some _ two-strap 
models with buckles in the center front. 

Lots of open toe sandals are selling 
for evening slippers in this section, is 
the report. 


Little Lizards 


Boston, Mass.—Calcutta lizard 
skins, small area and small grain, are 
selling briskly from leather stores here. 
They’re wanted for trims on spring 
shoes. A skin about the size of a cat 
skin is preferred. The grain of big 
skins is too large for trims. 


Goodman to Honolulu 


Los ANGELES, CAL.—Sam Goodman, 
general sales manager for the Flors- 
heim Shoe Company at Chicago, after 
spending a few days at the Ambassa- 
dor Hotel here, accompanied by his wife, 
sailed for Honolulu, where he will spend 
some time in rest and recreation. At 
Los Angeles he looked in on the 1934 
Shoe Exposition and Style Show spon- 
sored by the Shoe Travelers Associa- 
tion of Los Angeles. 
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MORNING 


Or 


This popular type 
of shoe construction 
is found in a wide 


range of smart styles 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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MEET . 


ann WANT 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
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SALESMEN WANTED 


POSITION WANTED 


POSITION WANTED 


ALESMAN: Wanted by mill manufacturing 
fabrics for the slipper and shoe trade. Have 
openings for men to sell on strictly commission 
basis in St. Louis, Chicago and Boston terri- 
tories, All answers will be treated strictly con- 
fidential. Reply giving full details as to past 
and present connections, lines now carried and 
ry od covered. Address D-630, care Boot 
239 West 39th ‘Street, New 
or 


New York’s largest stock carry- 
ing house of women’s popular 
priced novelty shoes has im- 
mediate opening for Alabama, 
Georgia and Texas. A_per- 
manent money making oppor- 
tunity for live wire resident 
man with established following 
only. 


CRESCENT SHOE CO., INC. 
135 Duane St., New York City 


SALESMEN wanted for short snappy line of 
men’s $5 retailers, Brockton made. Give full 
information in first letter. A. Freedman 
Sons, Inc., Brockton, Mass. 


POSITION WANTED 


URROUGHS BOOKKEEPER—Stenograph 

2 years’ experience, desires position in w a. 
sale shoe firm. Address D-617, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


CAPABLE manager, salesman and window 
trimmer. e 24, eight years’ experience 
selling and merchandising popular priced shoes, 
four years with chain stores. Will go anywhere. 
Best references. Address D-625, care Boot & 
Shoe Recorder, 239 West 39th’ Street, New 
York, N. Y. 


CUTTING ROOM FOREMAN on women’s 
high-grade novelty shoes wishes position. 
College education. Fifteen years’ experience. 
Can show profit on cutting costs and develop 
quality. Knows leather. Last five years with 
one of the largest manufacturers. Also knows 
accounting. Address D-624, Boot and Shoe 
Recorder, 140 Federal St., Boston, Mass. 


A Good Man for a Good Job 


A capable and successful shoe executive is available for a job 
where experience and conscientious effort can be used. Has had 
unusually well-rounded experience. Has developed, styled and 
merchandised a popular men’s line in a well known specialty 
factory, is familiar with all sections of the U. S., has pioneered 
new ideas, has managed a large general line wholesale shoe 
business, and always been a success. Has enjoyed the unlimited 
confidence of his employers and associates, gets splendid co- 
operation, is economically minded, a hard worker, level-headed, 
aggressive and is ever ready to adopt new ideas if they are sound. 
Now available through no fault of his own. A good man for a 
good job, and his results will pay dividends on a good salary 
(though he prefers moderate drawings with a share in the 
earnings he produces). He will make good in any job he accepts. 


Address D-628, care 
BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 


‘ 


FOR SALE 


SHOE store: for sale, established business in 
a live town in Pennsylvania. Excellent 
opportunity. Ideal location on main street. 
Stock and fixture. Rent very reasonable. 
R. Forgas, 620 Raub Street, Easton, Penna. 


HELP WANTED 


WANTED: Style man for new International 
style service, headquarters in shoe district 
New York. Qualifications required: thorough 
knowledge of style and especially material com- 
binations; good contacts with some New York 
retail buyers; ability to direct designers; also 
one who has sketching or designing ability pre- 
ferred. State full particulars and salary ex- 
pected. Address D-621, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 


BUSINESS OPPORTUNITY 


HOE STORE WANTED. Have Buffalo 
residence to exchange. Childs, 155 Lincoln, 
Kenmore, New York. 


LINE WANTED 


FOR Minnesota men’s or children’s manufac- 
turer, line low or medium priced. Satisfac- 
tory references. Address D-626, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


ALESMAN covering New York State out- 
side of New York ity desires complete line 
of men’s, women’s and children’s shoes. 
dress D-627, care Boot & pane Recorder, 239 
West 39th Street, New York, N. Y. 


$1.25. When a 
word of the address should be 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted’ advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. 
for the address. In all other cases each 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
& Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™ 


Minimum charge 


When writing advertisers please mention Boot and Shoe Recorder 
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LINE WANTED 


MERCHANTS’ NEEDS MERCHANTS’ NEEDS 


LINE WANTED 
for Southern territory: 


The writer of this advertisement has traveled for 
many years throughout southern territory, especially 
through Alabama and Southeastern States includ- 
ing the States of Georgia, Florida, the Carolinas, 
the Virginias and Tennessee. Have made only 
two changes in my long period of service and 
will be interested only in a good reliable line 
of shoes, preferably women’s and misses’ that 
will stay put once I have introduced them to the 
better class of retail stores. Best of references 
furnished to any manufacturer who is interested 
in developing better business throughout this 
southern territory. For further particulars, 


Address D-629, care 


Boot & Shoe Recorder 
239 West 39th St., New York, N. Y. 


WANTED: For Western Pennsylvania and 
neighboring territory, popular priced line 
ladies’ novelties. Last firm has liquidated. Will 
use car. Address D-622, care Boot & Shoe 
ieee. 239 West 39th Street, New York, 


KANSAS CITY territory. Leather, canvas 
footwear and sandals. Nineteen years’ suc- 
cessful selling with leading company. Strong 
outlet for jobs and special priced merchandise. 
Address D-623, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


ANTED: Smart line of women’s shoes on 

consignment basis for store in one hundred 
per cent location in Newark, N. J. Investiga- 
tion invited. Write with full details. Address 
D-631, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


MERCHANTS’ NEEDS 


ATTRACTIVE PRICE TICKETS. 


DESIGNED FOR EASTER, PATRIOTIC AND SPRING TRIMS 
Write for Samples 


| 


Lavender and Cream board; sil- 
Green design on ver bar and dark 
peach background. blue trim. 


6 dozen @ $1.10... OR... 12 dozen @ $2.00 
Available in the Popular Denominations or Blanks 
SEASONAL WINDOW DISPLAY CARD SERVICES 
including harmonizing price tickets are sold to but ONE shoe merchant in a 
locality. Perhaps the exclusive franchise is open to YOU. WRITE FOR DETAILS. 


CHECK WITH ORDER, PLEASE, UNLESS C.O.D. 
SHIPMENT IS PREFERRED 


Merchants’ Service Dept. 


BOOT AND SHOE RECORDER 


209 So. State St., Chicago, Ill. 


THE ROME 


Ventilated and Adjustable 
SHOE TREES THE ROME 
Price 80c Pai 
tos BOOT TREE 


All Prices 
F.0.B. Factory 


The Lowest Priced Shoe 
Tree of Its Type 
IN-STOCK 

Ato D 6-11 


The Rome Shoe Tree and Custom Last Works 
74 Stanhope St. Brooklyn, N, Y. 


HOTELS 


WEST of BWAY 


NEW YORK 


1000 ROOMS...EACH WITH RADIO 
BATH and SHOWER, CIRCULATING 
ICE WATER, LARGE CLOSETS 


$950 SUTES $600 


WANTED TO PURCHASE 


POSTER @ DEUTSCH pa 
436 Grand St., New York City THE AMERICAN PRINTING x” LABEL CO. 
Phone Dry Dock 4-0352 314-316 E.12th St., CINCINNATI, OHIO. 


— BUY FOR CASH — 


entire or surplus stocks of 


SHOES—DEPT. STORES 


Leases assumed Transactions confidential 


Buyers of Surplus Stocks 


We will buy surpius or entire stocks of sheee 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 


590 Broadway New York 
Phone Canal 6-4298 and 4299 


WE BUY 

Walk-Over, Enna-Jettick. A Distinguished 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Ete. Address 

IRVIN RUBIN 
“Fhe of You’re near the White 

eade St. Cor. Churc 

Phone Barclay 7-7887 New York City House, Treasury, all Gov- 


ernment Buildings, Thea- 
tre and Shopping Dis- 
tricts, when you stay at 


To Move Shoe Dept. 
WorcESTER, Mass.—MacInnes, local Me 
department store, has announced a Wi LLARD HOTEL 


mammoth alteration sale preparatory “The Residence of Presidents” 
to making extensive changes through- Washi D.C 

out the store, one of these being the ashington, UV. U. 
removal of the shoe department from H. P. Somervitte, Managing Director 
the third floor to the street floor. 
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LEATHER 


BOOTS E SHOES 


ACCESSORIES 


EQUIPMENT 
MACHINERY 


MATERIAL 


Moore Heads Brockton Mfrs. 


BROCKTON, Mass.—Charles E. Moore, 
vice-president of the George E. Keith 
Company, was reelected president of the 
Brockton Shoe Manufacturers Associa- 
tion at their annual meeting held last 
week, when plans were formulated for 
the coming year which promises to be 
one of unusual interest for the South 
Shore executives. 

Other officers elected are as follows: 
vice-presidents, C. Chester Eaton, re- 
elected, and William E. Doyle; treas- 
urer, Robert A. T. Nelson, reelected, and 
the following directors, Perley G. Flint, 
A. J. Freedman, John S. Kent, Laurie 
S. Macdonald, John McElaney, Henry 
S. Rubin, reelected, and Hector E. 
Lynch, Jr., Paul S. Wolfer and Samuel 
Stone. Ernest A. Gray was reelected 
secretary of the Association. 

Following the annual meeting a 
banquet was held with more than 135 
members and members of the allied 
lines in and about Brockton present. 


OBITUARY 


Lloyd Cochran 


Lloyd Cochran, who had been travel- 
ing on the Pacific Coast for many 
years, recently passed away after a 
lingering illness. 

Lloyd traveled the Western terri- 
tory for 40 years, having been con- 
nected with Dodge, Bliss & Perry of 
Newburyport, Mass., and prior to that 
with C. A. Eaton Company of Brockton, 
Mass. 


William C. Heim 


San Francisco, Cau.—William C. 
Heim, 45, vice-president of the retail 
shoe concern of F. L. Heim & Son, 
874 Geary Street, and partner in the 
firm for more than 25 years past, died 
suddenly of heart failure while in the 
store. He was rushed to the emergency 
hospital, but all efforts to revive him 
failed. Mr. Heim was a native of San 
Francisco. The business of F. L. Heim 
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A BUYING GUIDE TO 
OUR ADVERTIYERY 
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BOOTS AND SHOES 
Beacon Falls Rubber Footwear Co., Beacon 


Bett Shoe Co., Philadelphia, Pa........... 56 
Brown Shoe Co., St. Louis, Mo............ 39 
Chase, W. S., Sons, Haverhill, Mass....... 54 


Clap, | Edwin, & Sons, Inc., E. Weymouth, “ 
Dainty Maid Slippers, Inc., Brooklyn, N. Y.. 35 
Dodge, Bliss & Perry Co., Newburyport, ws 
Ebberts, John, Shoe Co., Buffalo, N. Y... 56 
Friedman, B., Shoe Co., New York City.... 41 
Goodrich, B. F., Footwear Corp., Water- 
Green, Daniel, Co., Dolgeville, N. Y..2nd Cover 
Green Shoe Mfg. Co., Boston, Mass. .Back Cover 
Hanan & Son, Inc., Brooklyn, N. Y....... 37 


L. & 8S. Shoe Co., New York City.......... 40 
— Fried & Sons, Inc., New York, 

Marathon Shoe Co., Wausau, Wis.......... 3 
Miller, I., Long Island City, a 6-7 
Morris Shoe Ce.. New York City.......... 40 
Day’s Ideal Baby Shoe Co., Danvers, 


Old Colony Shoe Co., Brockton, Mass..... 54 
Richards & Brennan Co., Randolph, Mass.. 54 
Roberts, Johnson & Rand, St. Louis, Mo... 10 
Saks, M. J., Shoe Corp., New York City.... 41 
Shaft-Pierce Shoe Co., Faribault, Minn.... 58 
Smith, J. P., Shoe Co., Inc., Chicago, Ill... 56 
Swan Shoe Co., Inc., Baltimore, Md....... 58 
United States Rubber Co., New York City, 
3rd Cover 


Vaughan-Towle Co., Wakefield, Mass...... 54 


HAND BAGS 


Resnick Bros. Ladies’ Handbags, Inc., New 


LEATHER AND OTHER MATERIALS 


Allied Kid Co., Boston, Mass............. 1 
Colonial Tanning Co., Boston, ee 4 


Evans, John R., & Co., Camden, N. J....30-31 
Fagle-Ottawa Leather Co., Whitehall, Mich. 8 
Goodyear Tire & Rubber Co., Akron, O.... 23 
Hubschman, E., & Sons, Inc., Phila., Pa... 2 


Kistler Leather Co., Boston, Mass......... 27 
Neumann, R., & Co., Hoboken, N. J....... 60 
— Leather Co. Trust, Boston, 
Panther-Panco Co., Chelsea, Mass........ 52 
Surpass Leather Co., Phila., Pa.......... 29 
Young, Richard, Co., New York City...... 29 
Ziegel-Eisman, Boston, Mass.............+ 29 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 


United Shoe Machinery Corp., Boston, 
46-50-61 
SHOE ACCESSORIES 


Rome Shoe ond Coston 


Shoe Form Co., Auburn, N. Y...........-- yr 
Simplex Shoe Tree Co., 56 
MISCELLANEOUS 
Printing & Label Co., Cincin- 
Hotel Martinique, New York City......... 59 
Hotel Willard, Washington, D. C.......... 63 
Irvin Rubin, New York City............+++ 63 
Kirsch-Blacher Co., Ine., New York City... 63 
Poster & Deutsch, New York City......... 63 
Walk Eze, New York City.........sssee0e 60 


& Son will be carried on by his brother, 
Herman Heim. 

Surviving the deceased are his widow 
and two children, Fern and William, 
Jr. Mr. Heim was past master of the 
Chateau-Thierry Lodge of the F. & 
A. M., in Oakland, and services were 
held under the auspices of this lodge 
with interment at the California 
Crematory. 


Albert E. Southwick 


PeaBopy, Mass.—Albert E. South- 
wick, 84, one of the founders of L. B. 
Southwick Co. Peabody tanners, died. 
He spent more than 50 years in the 
leather trade. He was for some years 
sales manager of the company. He was 
a Mason for more than half a century, 
and he held the 50-year medal of the 
Grand Commandery of Massachusetts, 
and also the Henry Price medal for 
distinguished services in Masonry. 


John F. Reedy Dies 


SAN FRANcIsco—John F. Reedy, 54, 
passed away in San Francisco, fol- 
lowing an operation for brain tumor. 
In the convalescing period, following 
the operation, there was every hope 
for early recovery; but he suffered a 
relapse, and death followed. 

Mr. Reedy has been identified with 
the shoe business on the Pacific Coast 
for the past thirty-five years. His 
rapid rise followed his experience as 
shoe buyer for the Emporium, San 
Francisco. He then became merchan- 
dise manager, and in 1919 became asso- 
ciated with I. Miller & Sons, Inc., as 
sales representative for the Pacific 
Coast. He established stores of his 
own in Seattle, Los Angeles, Holly- 
wood and Palm Springs, continuing his 
sales service for the Miller organiza- 
tion. 

A most personable man, he was 
known the length and breadth of the 
coast. He had a true vision of shoe 
store service and even in the depths of 
the depression advocated better shoes, 
better service and better prices in the 
belief that true progress could only 
come that way. 

He is survived by his widow and his 
two brothers, in the shoe business on 
the Coast. 

A friendly and charitable man, he 
will be greatly missed. 
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NO. 24 


THE 


NEW 
QUAKER CITY BROWN 


Y Quaker City browns are staple 

shades that sell season after sea- REGISTERED 
son. When a new color is added 

to this line, it is usually one that 

can be counted upon for volume 

business, in good grades. 


Y Quaker City No. 24 is a new 
brown, darker than any of the 
shades previously shown in the 
spring line. It was developed in 
answer to a definite demand for 
neutral browns. The leather main- 
tains the Quaker City tradition 
of uniformity and dependability. 


A 


QUAKER CITY DIVISION 
ALLIED KID COMPANY 
519. West Huntingdon Street, - - Philadelphia, Pa. 


Vol. 104. No, 22. Published every week by the Boot and Shoe Recorder Publish Co., 239 W. 39th St., New York, N. Y. le 
ning lew York, N. Y. Entered as Sept. 10, 1925, 


Office lew York, N. Y., under the act of March 3, 1879. Subscription price $3.00 per year. Printed in U. 
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; Plan now for the best season of all-- 


aa The commanding importance of white kid shoes this year is truly with- 

out precedent. Nothing on the horizon of merchandising, at any 

season, gives such unqualified assurance of profitable selling as 

white kid shoes; and, this year, over a longer period of weeks 
than ever before. | 


A ' From gulf to border, and from coast to coast, preparations 

& -_ are being made for the biggest white kid business. What 

} A are you planning to inspire customers to buy their 

if white kid shoes in your store? This year offers the 

ae Xf prized opportunity to show a notable gain in vol- 

a i VA : ume and profits, through the huge white kid de- 
mand sure to come. 


“Juneru” by - 
| LAIRD, SCHOBER & CO. 
Philadelphia, Pa. 


#2214 by 
STETSON SHOE CO., INC. 
So. Weymouth, Mass. 
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“The Whitest Whites” time of the year 


Enterprising retailers will seize the opportunity and capitalize it by 
prominently featuring the advantages that white LEVOR kid holds. 
Purity and permanence of brilliant whiteness; tested, proven and 
improved tannage; and washability of the leather. These are 
points that can, and do, attract buying attention. 


Leaders in the world of shoe manufacturing certify the | \ 
quality of “The Whitest Whites” by their concentration wh 
on this tannage. Season after season, these experts in Ni 
leather buying look to LEVOR for service and the \ nN 
responsibilities, anticipated, are always success- " 
fully fulfilled. \ " 
G. LEVOR & CO., INC. | 
Gloversville New York 14 
| 
“Impera’” by 
JOHNSON, STEPHENS aa 
& SHINKLE gi 
St. Louis, Mo. NY i 


Red Cross “Trinity” 
._ UNITED STATES SHOE CO. 
Cincinnati, O. 
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The Last Modeler knows that the toe of the 
Th last is of vital importance to the beauty of 
eC the shoe . . . His efforts may be easily de- 


stroyed, however, by bulk and lack of uni- 


Celastic has been accepted by many Last 
Designers and Style Men as a material that 
will always reproduce a picture of their art. 
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THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 
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SOLID COMFORT 
SOLID CONSTRUCTION 


MUSEBECK MUSEBECK 


Double-Arch Wear Straight = Foot-so-Port 
SHOE SHOE 
FOR FOR 


MEN AND WOMEN MEN AND WOMEN 


.Patents No. 1,850,977 and 1,916,198 


a 
C—Slightly hollow place where big toe joint rests norma‘'y—this part of the foot is not built to carry body weight 
but a weak foot leans to the inside carrying most of weight on big toe joint creating a strained condition through 


the scaphoid streamline of the foot. 
D—Insole slightly raised to form normal metatarsal arch—every bone is kept in proper place—extra thickness 
gives added protection for foot comfort. 


E—This part of the foot is intended by nature to bear most of the body weight. Musebeck shoe construction 
straightens up weak feet—placing weight on this outer part—releasing cramped nerves and blood supply and reliev- 
ing all foot strain. 

A shoe construction not developed as a selling idea but based on research to produce foot health and foot comfort. 


Send for Illustrated Catalog Today 
MUSEBECK SHOE COMPANY 


DANVILLE ILLINOIS 


When writing advertisers please mention Boot and Shoe Recorder 


BOOT AND SHOE RECORDER, February 3, 


TECLA 
All-over Blue Kid 
All-over Grey Kid 


ROMANY 
Blue Patent 
Grey Kid Vamp 


UNBRANDED - BRANDED AS DESIRED - 


EARLY SPRING STAPLES. ond Gu ys 


-PERFORATIONS PUNCHED THROUGH - FULL KID LINED - 


SONYA 
Blue Crushed Porcupine Calf CASINO 
Blue Calf Vamp Blue Kid 
$3.85 Grey Ermine Snake Trim 
$4.50 


SAL LY 
Blue Calf 
Grey Calf Trim 

$3.85 


VANITY 


Blue Calf 
Grey Calf Trim 


ROMANY 
Allover Blue Calf Blue Patent — Blue Kid Vamp 


$3.90 $4.20 


When writing advertisers please mention Boot and Shoe Recorder 
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What every merehant should know 


THE AMERICAN WEEKLY 


H 


Merchandise advertised in ‘THE AMERICAN WEEKLY will 
help you ring up twice as many sales as merchandise adver- 
tised in any other magazine. That’s because THE AMERICAN 
WEEKLY is read by more than 5,000,000 families—double 
the number that read any other magazine—thereby creating 
double the demand for products advertised on its pages. 
When a manufacturer advertises in this Mighty Magazine, 
he hands you extra sales and profits—and all the more so, 
if you feature and display his merchandise. 


The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. Ii is distributed 
through 17 great Hearst Sunday Newspapers. In 529 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 68% of its 


circulation. 
. ’ In each of 93 cities, it reaches one out of every two families 


In 110 more cities, 40 to 50% of the families 

In an additional 157 cities, 30 to 40% 

In another 169 cities, 20 to 30% 
... and, in addition, more than 1,680,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


HEAMERICAN 


“The National Magazine with Local Influence’”’ 
Main Office: 959 Eighth Avenue, New York City 


When writing advertisers please mention Boot and Shoe Recorder 
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nnouncement 


To The Trade 


We desire to notify the trade that we have acquired the sole and exclusive right 
and license to manufacture and sell shoes embodying the inventions of United States 
Letters Patent Number 1,937,074, dated November 28th, 1933, covering the essential 
features of the “Jai-Alai” and “Tennis Goliath” shoes. 


We wish to caution shoe manufacturers against the production of shoes embodying 
these exclusive patented features and to caution all persons against the sale of such 
shoes, except those manufactured by the Cuban American Shoe Company under the 


aforesaid patent. 
All infringements, whether by manufacturer, jobber or retailer, will be vigorously 


HI—LI 


Copyright Applied For 


Tennis Shoes 


—Made with thick yet light crepe rubber sole. 

—JAI-ALAI Tennis Shoes were 1933’s greatest sport shoe sensation. 

—Also marvelous for Squash, Bowling, Beach wear, Badminton and so forth. 
—Sold in the leading retail stores from coast to coast. 

; —Made in different styles for Men, Women and Youngsters. 

oe —Carried In-Stock for immediate delivery. 


- For prices and further particulars address 


Cuban American Shoe Company 


North Adams - - - - Mass. 
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New York Office:— 154 Nassau Street 
Cuban American Supply Corp. C. A. Saab, Sales Representative 


When writing advertisers please mention Boot and Shoe Recorder 
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